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NEW KIND OF HEATING TRAY 
may appear on the market in 
time to fire up Christmas food 
warmer sales. One manufacturer 
of conventional trays told EM 
WEEK that several companies are 
experimenting with a chemically 
treated paper which could re- 
place hot wires in food warmers. 
He said the paper elements would 
“substantially reduce costs” and 
would be used in low-end units 
which just might be shipped to 
major markets in time for Christ- 
mas promotions. % 


RECORD MONTH for automatic 
washer shipments is noted in lat- 
est AHLMA figures. September 
was second only to October, 1956, 
in factory shipments. Total sales 
for the first three quarters of 
1961 amounted to 1,970,636 
units, 3% better than the corre- 
sponding 1960 period. Total sales 
of all home laundry appliances 
for the first three quarters were 
only 2% less thanayearago. & 


BRYANT HAS BEEN SOLD to Boon- 
Continued on p8 
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NOW—A DRAMATIC 
PROMOTIONAL FILM 

FOR YOUR USE BEGINNING 
NATIONAL ELECTRICAL WEEK 


Full-color sound film produced by LIFE dramatically tells 
electrical industry story to consumers. 

LIFE salutes America’s great electrical industry by ac- 
tively participating in National Electrical Week-—February 
11-17. 

A major contribution to this event is the production of 
a 20-minute, full-color, 35mm sound filmstrip, ““A New 
Definition of Power.” The filmstrip relates the American 
free enterprise system and its position of world leadership 
to the development of the electrical industry, its supporting 
industries and retailers. It positions the electrical industry 
in terms of its contributions to the American economy and 
the American consumer. 

Show the LIFE Filmstrip during National Electrical Week. 
Show it to your customers . . . to schools, clubs, plant 
tours. Show it all year round at sales meetings, conventions 
and other group activities. 

To increase sales, promote National Electrical Week in 
your store displays and in your advertising. 

And be sure to feature LIFE-advertised products. For 
many years, the electrical industry has invested more dollars 
for selling in LIFE than in any other publication—including 
the industry leadership “Live Better Electrically” campaigns. 

National Electrical Week can help you build bigger sales 
and profits—all year long. Make the 
most of it—and start now. Fill out the 
coupon and order your filmstrip today. 
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To: LIFE Appliance Merchandising Manager 
Room 3113, Time & Life Building 
Rockefeller Center 

New York 20, New York 





Please send me prints (including record) of the filmstrip “A 
New Definition of Power” at cost price of $9.95 each. Also send me 
your free brochure describing specially-tailored display materials for 
National Electrical Week. 

Name Title 

Compan) 

Street 


Zone State 





City 
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ton Molding Co., Boonton, N.J. Bryant is the 
Melamine dinnerware division of Westinghouse 
Electric Corp. An official of Boonton said dealers 
will be protected on existing Bryant patterns and 
Boonton will maintain the open-stock replace- 
ment service in all Bryant lines. . 


NINE-MONTH FIGURES FOR HUPP AND MAYTAG have 


been revealed. Hupp (including its Gibson ap- 
pliance division) recorded sales of $60,577,000, 
an all-time high for the period and a gain of 
$4.2 million over same period last year. Net 
profit dropped to $61,000, compared with $785,- 
000 in 1960. Drop was attributed to losses from 
two new non-appliance divisions, intense price 
competition in appliances and air conditioning, 
general profit squeeze. 

Maytag reported sales of $79,388,429 for the 
period, down 5% from sales of $83,993,170 in 
same 1960 period. Net income was $8,436,488. 
For last year’s period it was $7,989,731. 

Third-quarter sales and income were up for 
Maytag. For Hupp, sales were up 35% ; income 
showed a loss slightly greater than last year’s. = 





vision delivered one on producing transistorized 
circuits for TVs, and Motorola’s applications 
department gave one on a fully transistorized 
stereo amplifier. 8 


EXTENSIVE PRODUCT TRAINING SESSIONS have been 


NEMA’ 


announced by Westinghouse and Kelvinator. 
Kelvinator launched a three-week service meet- 
ing for distributor and zone managers, field 
service supervisors. The program includes 
courses on all current models. More than 10,000 
retailers are expected to attend Westinghouse 
courses which concentrate on its new laundry 
line. Sixteen training crews will conduct courses 
from coast to coast. " 


S 1962 PROMOTION AIDS have been sent to more 
than 700 electric utility executives. The package 


contains five kits devoted to ranges, refrigerator- 


freezers, dishwashers, air conditioners and elec- 
tric housewares. * 


CO-INVENTOR OF LOUDSPEAKER DIES: Magnavox co- 


founder, Peter L. Jensen, died October 25 at the 
age of 75. Jensen also perfected an early phono 
and a public address system. After selling Mag- 
navox, he founded Jensen Industries. = 








WHERE ARE TRANSISTORS GOING NEXT? At the EIA 
fall radio meeting in Syracuse. Philco’s Lansdale 
division gave a paper on a fully transistorized 
television receiver, Bendix’s semi-conductor di- 


What Happened At 
AHLMA Conference 


A strong personalized campaign 
directed to schools and educators 
plus a firm, tailored two-day program 
were among the reasons given for the 
record attendance at the 15th annual 
conference of American Home Laun- 
dry Manufacturers Assn. held in Chi- 
cago last week. 

Registration hit the 839 mark, a 
sizable increase over the previous 
high of 612 registrations recorded in 


Chicago in 1956. Last year’s figure 
in San Francisco was 436. 

The conference attracted a record 
number of educators, home econo- 
mists, equipment editors, clothing 
and home management specialists and 
other guests. The 1962 session will 
be held in Minneapolis, Nov. 1-2. 

Interviewed by EM WEEK, five edi- 
tors who won AHLMA awards point- 
ed out that their surveys among 


ROBERT E. BROOKER has resigned as president of 
Whirlpool Corp. to head Montgomery Ward & 
Co. Elisha Gray II, Whirlpool chairman, assumes 
the dual functions there. = 


homemakers indicated a resentment 
to annual model changes, and that to- 
day’s women want less “buttons, gad- 
gets, switches and gimmicks.” Serv- 
ice, they agreed, is still the number 
one attraction, although much can be 
avoided if manufacturers would issue 
understandable instruction booklets. 
The editors were emphatic regarding 
the tremendous lack of both product 
knowledge and professional salesman- 
ship at the dealer level. 

Harvey E. Weimer, market re- 
search director for RCA Whirlpool, 
stated that 65 million pieces of home 
laundry equipment have been sold in 
the past 14 years, more than one for 
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every household. ‘‘Prices for home 
laundry dropped between 2 and 3% 
during each of the past three years. 
As a result, the average retail cost 
for an automatic washer today is 
about $230, compared with $263 in 
1952. 

“The cost of sending laundry out 
to a commercial laundry has gone up 
a whopping 50% since 1949,’’ Weimer 
declared. “Many of the better com- 
mercial laundries charge seven cents 
a pound for ‘wet wash’ or 56 cents 
for an 8 lb. load.” 

He contrasted this with the cost of 
doing the family laundry at home— 
about 14 cents a load. 
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Home Electronics: Wholesale Price Index 


The wholesale price index, pre- 
pared by the Bureau of Labor Statis- 
tics, is based on factory-to-distribu- 
tor prices. 

Manufacturers report price changes 
on a representative model in their 
line to the Bureau. Working with the 
1947-1949 period as the base for 
prices, the Bureau then tries to show 
“pure price change.” 

What the index doesn’t show—and 
isn’t intended to show—is the fluctu- 
ation of average factory billing prices 
across a manufacturer’s entire prod- 
uct line. 


The 1960 average for TV receivers, for 
example, wound up at 69.0%. Today, 
according to preliminary September 
figures, television is at 68.1% after 
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hitting a year’s low of 67.8% in May. 

Console and table model prices are 
down, too, according to the index. 
The 1960 average for consoles was 
67.1%; for table models, 69.4%. To- 
day, console television is at the year’s 
low: 65.9%; table models have held 
at 68.8% since May. 

What does it mean? A 2% drop 
in an index of this type doesn’t rep- 
resent stability, experts told EM 
WEEK. But the index does reveal that 
TV prices show signs of strengthen- 
ing. 

“The index shows,” one market- 
ing man explained, “that the indus- 
try has been able to hold the line in 
prices. Unfortunately, we’re not get- 
ting credit from the consumer for 
value.” 


1961 Wholesale Price Index for Home Electronics 






































Commodity Jan. | Feb. Mar.| Apr. May | June | July | Aug. |Sept.* 
TV, radio, & phonos} 90.9 | 90.5 | 90.7 | 90.7 | 89.8} 90.0 | 90.0] 88.7] 88.3 
radios & phonos 84.7 | 84.7 | 84.7 | 84.5 | 84.4 | 84.3 | 83.5] 82.0] 81.2 
table radios 86.0 | 86.0 | 86.0 | 83.7 | 84.3 | 84.3 | 86.6] 85.8] 85.8 
phonos 98.7 | 98.7 | 98.7 | 98.7 | 98.4 | 98.4 | 96.5 | 93.5] 93.5 
portable radios 80.3 | 80.3 | 80.3 | 80.3 ; 80.3 | 78.6 | 78.7 | 77.4] 77.4 
auto radios FIA NITE ATTA 1 774A | TTA. | 77-4 | T7AS TAY Toh 
clock radios 93.5 | 93.5 | 93.5 | 93.5 | 93.7 | 93.3 | 94.1 | 89.5] 89.5 
TV receivers 69.3 | 68.7 | 69.1 | 69.1 | 67.8 | 68.3 | 68.8 | 68.1 | 68.1 
table models 69.5 | 69.5 | 70.3 | 70.3 | 68.0 | 68.8 | 68.8 | 68.8 | 68.8 
consoles 67.6 | 66.4 | 66.4 | 66.4 | 66.2 | 66.4 | 67.2 | 65.9 | 65.9 
































*Preliminary figures. Source: Bureau of Labor Statistics (1947-49= 100) 
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STRAIGHT FROM 
WASHINGTON 


MORE DESIRABLE FLOOR SPACE FOR SMALL FIRMS 


in suburban shopping centers is the goal of a 
series of hearings planned by the Senate small 
business committee. Senator Hubert H. Hum- 
phrey (D-Minn.), chairman of the group’s re- 
tailing subcommittee, says small retailers often 
are frozen out of prime space because the lend- 
ing institutions which finance the centers de- 
mand that the bulk of the floor space be rented 
to concerns with at least $1 million net worth. 
In addition, he says, the private surety industry 
doesn’t want to write lease bonds for small 
businesses. 

What Humphrey has in mind is a federal 
program of insuring lease bonds written by 
private surety companies in the same manner 
the Federal Housing Administration insures 
home mortgages. The hearings on Dec. 18, 19 
and 20 in Washington, D.C., will explore the 
feasibility of such a program. The subcommittee 
has left open the possibility of later hearings 
outside Washington. Those interested in testi- 
fying should contact Neal Peterson, counsel of 
the Senate small business committee. ™ 


THE QUESTION OF FAMILY FALLOUT SHELTERS— 


whether or not to urge the public to build them— 
has not yet been decided by the Administration. 
Civil Defense officials are urging President 
Kennedy to advise everyone to build. But other 
White House advisers fear this would create a 
war psychology or a defeatist attitude. And 
economic planners would rather see family sav- 
ings invested in new hard goods to spur factory 
production. 

Kennedy may come to a decision late this 
month when the Office of Civil Defense pub- 
lishes a new booklet on how to build a shelter 
for less than $150. This would be a basement 
affair made of plywood and sandbags instead of 
concrete blocks. So far, the White House has 
been cool to the idea of granting tax concessions 
for private shelter construction. Efforts to bal- 
ance the budget are difficult enough without any 
new concessions. . 


KENNEDY AIDS HIT THE POLITICAL TRAIL this month 


to drum up grass-roots support for the Admin- 
istration’s domestic program. Cabinet officers 
and other top officials are touring the country 
Nov. 7-21 for a series of one and two day con- 
ferences with state and local officials and rep- 
resentatives of private groups. * 


THE BIG BOOST IN FEDERAL FUNDS FOR HOUSING 


confirmed by Kennedy’s budget review, should 
lend a boost to appliance sales. In line with 
congressional appropriations, money spent on 
housing and community aid this year will total 
$935 million—up $261 million from last year. = 






























How Automation 





Here’s the way a Westinghouse dealer can get a carload of 
appliances within 24 hours of the time he orders it. 





9:00... Dealer places truckload order with Westinghouse salesman who 
telephones it to Westinghouse sales office. 


9:15...Sales office takes order and registers it on the special order 
interpretation sheet. 


9:20... Teletype operator at sales office enters order by wire on supply 
depot in Columbus, Ohio. 





9:22... Wire and punched tape are received simultaneously at Columbus 
supply depot. 


9:25... Depot converts punched tape to punched cards which will be used 
in data processing machine. 


9:45 ... Depot processes cards through RAMAC to assign stock, calculate 
weights, and print ‘‘Transcript Order.’’ 


10:05 .. . The RAMAC cards are converted to tape. Tape reels plus electronic 
circuitry compose the machine’s vast ‘‘memory.” 


10:25... Tape automatically transmits order acknowledgement to ordering 
office including stock status and weights. 


10:28 .. . Ordering office receives teletype acknowledgement of order placed 
at 9:30. 
10:35... Depot Correspondent/Planner receives ‘‘Transcript of Order,”’ 


plans freight, routes shipment and assigns shipment order. 


10:45...RAMAC produces six part ‘‘Shipment Authorization’’ including 
bill of lading and stock locations in the warehouse. 


11:15... Depnot Correspondent/Planner arranges with traffic department 
for a truck at 3:15 pm. 


11:40... Depot Correspondent/Planner sends ‘‘Shipment Authorization” 
to the warehouse by pneumatic tube for pre-setting prior to load- 
ing truck. 


2:15... Depot foreman and afternoon employees pick up stock and pre- 
set on a truck dock assigned to carrier for 3:15 pick-up. 


3:15... Truck arrives, serial tickets are pulled from the products and 
truck is loaded. Piece count is double checked. 
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. Truck departs for non-stop run to the location specified by dealer 
on his original order. 


4:00 .. . Depot office verifies serial ticket count, key punches serial cards 
and prepares truck tickets for invoicing. 


7:00 ... RAMAC updates inventory, issues invoice for truckload and pro- 
vides cards and punches tape for teletype. 


8:15... RAMAC teletypes ordering office giving carrier's name, route and 
contents of truck by serial number. 


9:15...Truck arrives at dealer's store. The whole operation was com 
pleted in 24 hours. 
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Westinghouse has put electronic 
equipment to work to provide 24-hour 
shipment of appliances and parts to 
its distributors and dealers. This sys- 
tem works because of a combination 
of leased teletype networks, electronic 
computers, radio-controlled warehous- 
ing and_ radio-dispatched | service 
trucks. Appliances are shipped from 
the Columbus, Ohio, plant while parts 
move out from the parts distribution 
center in Newark, Ohio. Parts litera- 
ture (service manuals, parts cata- 
logs, ete.) is handled through the 
Mansfield, Ohio, plant. 

“Functions previously performed ai 
at distributor levels,” exclaimed Chris oy 
J. Witting, vice president, consumer 
products division, “are being per- 
formed from our central depot in 
Columbus. Previously, 56% of our 
white goods inventory was at dis- 
tributor levels. Today, 65% is at the 
factory depot. 


“The result of this system has been a 
more efficient production schedule,” 
added Witting, ‘and it will give us 
better control of production. The 
equipment provides improved field 
intelligence, allows us to get faster 
consumer response to our products 
and provides an avenue for shorter 
model runs or longer runs on more 
acceptable models.” 

“A great number of distribution 
points have been closed,” said John 
J. Anderson, marketing manager, 
“and field outlets are now located in 
Mansfield: and Columbus, Ohio; Og- 
den,.Utah, and Charlotte, N.C. 

Under this new system Westing- 
house claims that distributor and 
dealer orders can be filled and shipped 
within 24 hours. Any one of 350 indi- 
vidual styles and models of 12 West- 
inghouse major appliances can be 
delivered from one to three days de- 
pending on the availability of trans- 
portation. 

Anderson went on to explain that 
if a dealer is out of stock on a par- 
ticular refrigerator, he phones his 
order to his distributor. The latter 
teletypes that order along with others 
he may have to Columbus. Without 
manual handling, the teletype order 
automatically is converted to punched 
cards and fed into an electronic brain 

the IBM “RAMAC.” 

The computer has a vast memory 
that keeps track of half a million 
different appliances, even to their 
exact location in the warehouse. It 
instantly assigns that particular 
model to that specific order and 
makes out the shipping papers and 
invoice to the distributor. If the cus- 
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tomer is in a big hurry for the re 
frigerator, the machine’s instructions 
can be radioed to the workmen driv 

Continued on p4 Computer checks order, inventory, locates product and makes out billing and shipping data in seconds. 
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YOUR GREATEST ASSET IS OUR QUALITY PERFORMANCE! 


For your Christmas selling... 


ANOTHER 
EXCLUSIVE 
SALES 


CLOSER 


Model FP-50B 
with Filter-Stream 
washing action 





America’s highly praised dishwasher now has received 
even greater recognition .. . the respected McCall’s mag- 
azine Use-Tested tag which certifies that the machine was 
evaluated in McCall’s laboratories and in actual use in- 
stallations. Among the points of superiority they cited: 
the famous Filter-Stream* washing system, requiring no 
tedious pre-rinsing or scraping; 12 place setting capacity 
(NEMA); convenient random-loading; double detergent 
injection. Here’s proof of performance that prospects in- 
stantly recognize ... proof that good salesmen can use to 
make Christmas selling even “‘greener’”’ around your store. 
Don’t fail to take full advantage of the extra sales power 
the McCall’s program is creating . . . a call to your 
RCA WHIRLPOOL distributor is all it takes. *Tmk. 


Join up!... it’s easier to sell RCA WHIRLPOOL 
than to sell against it! 
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 ehinlscol CORPORATION 


ADMINISTRATIVE CENTER, BENTON HARBOR, MICHIGAN 
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Model FP-40B step-up Model FP-20B low-priced 
impeller-type dishwasher impeller-type dishwasher 


Manufacturer of RCA WHIRLPOOL Automatic Washers e Wringer Washers ® Dryers e Washer-Dryers e Refrigerators e Freezers 
Ice Cube Makers e Ranges e Air Conditioners e Dishwashers e Food Waste Disposers e Dehumidifiers e Vacuum Cleaners. 


se of trademarks MQ and RCA authorized by trademark owner Rodie Corporation of America 
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Coin-operated dry cleaning today 
offers one of the biggest new-busi- 
ness potentials for astute merchants 
but its expansion is being threatened 
in some areas by tight regulations 
instituted by municipal and_ state 
governments. 

In the coin-op dry cleaning proc- 
ess, clothing is cleaned in a solvent— 
usually perchlorethylene with a deter- 
gent added—and then spun dry. Some 
garments need pressing but most 
things need no additional treatment. 
Cleaning cycles vary from 30 minutes 
to one hour. This method, according 
to manufacturers, saves the consumer 
at least two-thirds the cost of pro- 
fessional cleaning (average price is 
8 to 10 pounds of clothing cleaned 
for less than $2). 


The potential for coin-op is enormous. 
Manufacturersestimate volume should 
hit $50 million this year with sales 
of about 25,000 machines. Forecasts 
for 1962 range all the way up to 50,- 
000 units and $100 million. While 
coin laundries compete with home 
laundry appliances, there’s no low- 
priced counterpart to the automatic 
dry cleaner on the consumer market. 


Commercial dry cleaners are concerned. 
Although they don’t see the coin-op 
units biting into their business ex- 
cessively, they have been a factor, 
along with unions, in pressuring com- 
munities to adopt strict regulations 
for coin-op installations. This pres- 
sure and the confusion of public offi- 
cials over the potential health haz- 
ards posed by these installations, has 
led to a spate of stiff laws across the 
country. They have affected laundry 
coin-op stores as well. 

Chicago has one of the harshest 
ordinances. It sets high license fees, 
requires stores to close between 
11:30 p.m. and 6:30 a.m. and re- 
quires full-time attendants in dry 






Coin-Op Dry Cleaning 
Group Fights Back 


cleaning stores and part-time attend- 
ants in laundry stores. New York 
City and St. Louis have adopted sim- 
ilar legislation. Although these bills 
have been based partly on the fear 
that unattended stores breed crime, 
the main concern cited is that it is 
dangerous to operate heavy machin- 
ery or to permit the use of perchlor- 
ethylene without a full-time attend- 
ant. 


The coin-op industry has organized the 
National Automated Laundry and 
Cleaning Council. Most manufactur- 
ers of coin-op dry cleaning and laun- 
dry equipment, including Norge, 
Whirlpool, Phileco, and Westinghouse, 
are supporting NALCC’s efforts to 


convince lawmakers that their fears. 


are ill founded. 


The facts of the matter, as outlined by 
the NALCC, are these: (1) Perchlor- 
ethylene is not flammable and will 
not support combustion. (2) Per- 
chlorethylene fumes are no more toxic 
than other chemicals found in the 
home, such as ammonia, many nail 
polishes and removers and carbon 
tetrachloride which is bottled as a 
stain remover. It is the same solvent 
which has been used for years in the 
commercial dry cleaning industry. 
(3) Coin-op manufacturers have done 
everything possible to insure the 
safety of customers. For instance, 
the doors of the dry cleaning machine 
will not open when the machine is in 
use; when it does open, fans imme- 
diately disperse any fumes which 
might have escaped the normal ven- 
tilation system. 

To aid civic officials, the NALCC 
has prepared suggested ordinances 
regulating coin-op installations. It 
includes suggested licensing fees for 
given areas and outlines minimum 
safety, lighting and housing provi- 
sions. 
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The Price Is $599.95 
For Color TV Combo 


An obviously pleased group of offi- 
cials at  Delmonico International 
promised they’d be pulling some 
more startling prices out of the hat 
next year. 

“The $599.95 three-way color tel- 
evision combination is only the be- 
ginning of Delmonico’s efforts in 
color,” according to Herbert Kabat, 
executive vice president. 


“‘We hope to have a complete line 
with several new color models early 
in 1962,” Kabat said. The goal: A 
leader table model listing for $400. 
Initial distribution of the color 
combo will be limited. Advertising 
began last weekend in New York 
City as the fancy Liberty’ Music 
chain announced in a full-page ad 
that it had the combo exclusively. 
An exclusive for Liberty has been 
the usual first step in Delmonico’s 
TV distribution pattern. The com- 
pany’s 19-inch portable was _ intro- 
duced at Liberty at $159.95, later 
sold for less in other outlets. 
Would the same thing happen to 
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the color combo’s price? “It won't 
be sold for less than $599.95 any- 
where,” Kabat said. 

The major mechanism in the com- 
bo is produced by the Victor Com- 
pany of Japan. The color tube comes 
from RCA. Final assembly is done 
in the U. S. by Delmonico. 

The combo, which comes in wal- 
nut or mahogany finishes, has a 
hand-wired chassis with nine trans- 
sistors, two diodes, four speakers 
and 35 tubes plus picture tube. 
There’s a four-speed automatic rec- 
ord changer with automatic shut 
off, which is also produced in Japan. 


Another price breakthrough was 
shown by Delmonico—a hi-fi com- 
bination with FM-AM radio, four- 
speed automatic record changer and 
a four-track stereo tape recorder— 
all for $299.95. 

The new units bring Delmonico’s 
1962 line to 33 models of TV, phono- 
graphs and radios. This year the 
importers figure they’re going to do 
approximately $10 million in sales. 
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REALISM UNTIL IT HURTS: Asked if consumer elec- 
tronic prices were depressed, Westinghouse re- 
plied, “Generally speaking, no,” but candidly 
added: ‘Average unit selling price of all models 
in our product line has been reduced because of 

‘a trend in our sales mix toward portable TV 
sets, miniature transistor radios and other 
models of this type which have a below-average 
selling price.” % i] 


NEW ENTRY IN RADIO BUSINESS: International Tele- 
phone & Telegraph’s Distributor Products Div. 
jumped in with a line of eight transistor radios, 
all Japanese-made, ranging from $17.95 to 
$89.95, which will be handled by electronic parts 
distributors. Other related products are in the 
works. = 


GIBSON DEALERS WILL PUSH PERFUME to prospects 
who stop in to enter Gibson’s Hawaiian Jet Holi- 
day Sweepstakes. Customers check box on entry 
blank, enclose $1, receive $3 bottle of perfume 
from Honolulu. Ads in “Parents” and “Good 
Housekeeping” magazines will advise consumer 
to call Western Union for name of nearest Gib- 
son dealer in more than 21,000 U.S. cities. & 


DRIVE FOR MORE FREEZER SALES at Philco makes its 
full line available to food plan operators. Pro- 
motional mailing to members of National Insti- 
tute of Locker and Freezer Provisioners backs 
up efforts of Philco Distributors. * 


A NEW SHAPE FOR PORTABLE TV is being turned out 
by Philco, will be seen on retail floors early this 
month. Viewed from the side, the set resembles 
a wide-base, round-top triangle, although the 
19-inch, 114-degree picture tube distorts this 
basic silhouette. Set will come in two flavors— 
black leatherette with chrome accents and tan 
leatherette with gold trim—has dipole antenna, 
earrying handle, $199.95 list. = 


HOTPOINT WILL INCREASE PRICES on selected 1962 
kitchen and laundry models from 2% to 5%. 
Joseph E. Horak, general manager-sales and 
distribution, said that new features and inno- 
vations in the 1962 line would more than offset 
the price increase. This is the first wholesale 
price boost on Hotpoint products since October, 
1960. « 


CHRISTMAS PRESENT FROM NORGE DEALERS to any- 
one who buys a Norge major appliance will be 
a 26-piece Lionel electric train set. Distributors 
have already received sets and free dealer kits 
for merchandising. Their reaction is enthusiastic, 
said Harry McDavitt, home appliance mer- 
chandising manager. Pointing to the 2 million 
train sets sold annually, the majority during the 
Christmas season, he added, “They are great 
pedestrian stoppers and traffic builders.” « 
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EATERIES LORE EAE EN REALE ESE LAL LE SEITE LEO LDN LIE OLE A 
HOUSEWARES PRICES 


The country’s four Chicago-based 
mail order kings—Spiegel, Inc., 
Montgomery Ward & Co., Alden’s, 
Inc. and Sears, Roebuck & Co.—re- 
cently announced what their prices 
would be for electric housewares this 
Christmas. Sears claims the price 
tags on 2,300 consumer items in its 
fall catalog show prices to be lower 
on the average than last year’s. 
Here’s what the catalog giants are 
touting in their fall and Christmas 
catalogs: 


Men’s Electric Shavers—Ward’s is of- 
fering the battery-powered Reming- 
ton Lektronic at $21.75, the auto- 
home Roll-a-Matic at $17.93 and the 
Roll-a-Matic at $15.88. Ward’s cus- 
tomers can buy the Sunbeam Shave- 
master for $19.93 and the top of the 
line “555” for $22.73. Shick’s ‘‘10- 
66” is priced at $21.46 and Ronson’s 
CFL Mark II has a $15.26 tag for 
Christmas. Norelco’s Speedshaver 
carries a $17.87 price tag. 

Alden’s is asking $21.75 for the 
Remington Lektronic; $14.69 for 
Ronson’s CFL Mark II and $17.85 
for Norelco’s Speedshaver. 

Sears has hung a $21.69 tag on 


CREPES SUZETTES At Macy’s recent U. N. Week Appliance 
A LA MACY’S AT Fair in New York City, Sonia Jackson of 


John Oster Manufacturing Co. demon- 
‘U.N. WEEK’ FAIR 


strated how to make crepes suzettes in 
an osterizer blender. John Ladonne, elec- 
tric housewares department manager, was 


* 


an interested observer. When the dem- 
onstration was over, Macy’s gave cus- 
tomers free blender recipe collections 
developed for the Osterizer blender by 
the head of Maxim’s School of Cooking 
in Paris. 


Remington’s Lektronic shaver and 
one for $15.18 on the Roll-a-Matic. 
Sunbeam’s “555” is listed at $23.68; 
Shick’s “10-66” at $16.97; Ronson’s 
CFL Mark II at $14.58 and Norel- 
co’s Speedshaver is priced at $17.80 
in the Sears catalog. 

Spiegel’s catalog lists the Reming- 
ton Lektronic at $21.75; the Schick 
“10-66” at $18.88; the Ronson CFL 
Mark II at $14.69 and the Norelco 


Speedshaver at $17.83. 


EM WEEK / 
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| HOUSEWARES 





TO ENCOURAGE NATIONAL DISTRIBUTION, Ronson 


A SQUEEZE ON PROFIT MARGINS is being felt at Casco 


Products Corp., according to a recent financial 
report of Standard Kollsman Industries, Inc., 
the parent company. Casco was purchased by. 
Standard Kollsman late last year and underwent 
a complete reorganization and product realign- 
ment during 1961. “Sizable administrative, sell- 
ing, tooling and other non-recurring start-up 
expenses” and the purchase of the Bobrich 
Blanket Co., charged against Casco’s relatively 
small sales volume, is the cause of the profit 
squeeze, according to the report. 

But the outlook for 1962 is optimistic: The 
company expects sales to increase and profit 
margins to broaden next year. To date, Casco 
has franchised more than 500 retail outlets for 
its price-protected Lady Casco line, and new 
franchises are being granted at a rate of about 
60 per month. Among the franchised dealers 
already carrying the Lady Casco line are Macy’s, 
Bloomingdale’s, Strawbridge & Clothier, W. H. 
Block & Co., May Co., Gimbel Bros. in Pitts- 
burgh, Frederick Nelson, Joske’s of Texas, Ed 
Schuster & Co., G. Fox & Co., Jordan Marsh, 
Hammacher-Schlemmer, Burdine’s, John Wana- 
maker and Marshall Field. Casco aims to capture 
6% of the small appliance market in five years. = 


Corp. is offering to its dealers a “‘4-for-3” on its 
counter display replacement kit. The new dis- 
play features four snap-in home replacement 
cutting systems for the company’s CFL Mark II 
shavers. During the promotion, dealers will re- 
ceive one kit free with every three purchased. 
The suggested retail price of the kits is $3.00. 
A similar kit for the CFL 300 retails at $3.75. = 


MERGER NEGOTIATIONS WERE BROKEN OFF last week 


between Montgomery Ward & Co. and Interstate 
Department Stores, Inc. The two companies had 
been discussing a merger for more than a month. 
Directors had reached agreement in principle. 
Ward’s aim in seeking the Interstate operation 
was, reportedly, to gain entry into the discount 
department store field, and Interstate expected 
that as a division of Ward’s organization, it 
would be in a good position to expand its dis- 
count operation. Neither company was willing 
to disclose the reason for the breakdown in nego- 
tiations but both claimed they still intend to ex- 
pand in the discount field. « 


DISAGREEMENT ON BASIC POLICIES and the future 


direction of the business caused the resignation 
last week of Bissell’s marketing vice president, 
Peter J. King. King was in charge of marketing, 
sales, traffic, sales promotion and advertising. ® 


ELECTRICAL MERCHANDISING WEEK 








Here’s The Christmas Mail Order Strategy 


Hair dryers—Ward’s hair dryer pric- 
es start at $19.65 for a Lady Sun- 
beam model and step up to $21.88 
for Ronson’s ‘Beauty Trio,” to $24.- 
95 for G-E’s high-end dryer and to 
$26.88 for a Lady Sunbeam Deluxe 
unit. 

Sears will be stressing its own 
Kenmore hair dryers again this 
Christmas. Its low-end portable lists 
at $9.97 (with hood) and the top- 
of-the-line portable carries a $17.97 
price tag. 

Spiegel’s catalog shows a Ronson 
Beauty Trio hair dryer attached to 
a $21.77 price tag and a G-E hair 
dryer priced at $24.88. 


Coffeemakers—Ward’s is going the 
private label route with coffeemakers 
this Christmas. Its 12-cup unit is 
priced at $13.88 and its 10-cup Sig- 
nature model will sell for $8.88. 

Sears is offering. its 10-cup Ken- 
more model at $18.95; a 10-cup Sun- 
beam unit at $23.59 and a 10-to-40- 
cup Kenmore coffeemaker at $23.95. 
Lowest priced automatic cofeemaker 
in the line is a 5-to-8-cup Kenmore 
unit which lists at $6.77. 

Alden’s coffeemaker prices start 
at $10.88 for Dormeyer’s 8-cup mod- 
el, then jump to $14.98 for a glass 
9-cup Procter-Silex unit. Next in the 
line is a 10-cup G-E Peek-A-Brew 
which lists at $16.75. A party-size 
coffeemaker with 12-to-32-cup capa- 
city has a $15.98 price tag. 

Spiegel’s coffeemaker prices come 
in at $8.94 for a 9-cup Mirro perce, 
step up to $13.94 for a 12-cup (pri- 
vate label) unit and then jump to 
$26.94 for a 12-cup Westinghouse 


model. A 30-cup West Bend party- 
size urn carries an $18.45 tag in 
the Spiegel catalog. 


Automatic frypans—Ward’s is offer- 
ing a 12-inch immersible frypan (lid 
and controls included) for $9.95. Its 
111%%-inch buffet-skillet has a two- 
position lid and is “100% immersi- 
ble.” The unit (including cover and 
controls) carries a $15.88 price tag. 

Sears’ catalog’ shows an 11-inch 
Kenmore frypan for $11.99 includ- 
ing the cover. An 1l1l-inch Toast- 
master is priced at $25.28 (with cov- 
er and controls). ~ 

Alden’s frypan prices start at 
$8.99 for an 11-inch immersible Mer- 
it model. Next in the line is a 10%4- 
inch immersible unit priced at $12.- 
98. At the top of the line is an 11- 
inch G-E frypan priced at $18.98. 

Spiegel frypans come in at $13.49 
for an 11-inch private-label unit, 
then step to $14.48 for an 11-inch 
Toastmaster model. Next in the line 
is Sunbeam’s 12-inch frypan at 
$23.34. A Westinghouse’ 12-inch 
model, priced at $24.88, rounds out 
Spiegel’s frypan line. 


Toasters—Ward’s toaster prices be- 
gin at $10.45 for a 2-slice automatic 
pop-up unit. Its “best’’ 2-slice auto- 
matic toaster is priced at $14.95. 
A 4-slice automatic toaster is being 
featured at $13.95 in Ward’s Christ- 
mas catalog. 

Sears is featuring its 2-slice au- 
tomatic Kenmore toaster at $14.66. 
Its 4-slice Kenmore model is priced 
at $17.95 this Christmas. 

Alden’s toaster prices come in at 


$8.87 for a 2-slice pop-up; step first 
to $14.88 for a 2-slice G-E model 
and then to $16.79 for a 4-slice Mary 
Procter automatic. 

Spiegel’s toaster prices start at 
$8.66 for a 2-slice Housemaid (pri- 
vate label) toaster and jump to 
$27.88 for a 4-slice Westinghouse 
unit. Between are a 2-slice Toast- 
master at $13.88, a 2-slice Sunbeam 
Magic Action at $23.94 and a 2-slice 
G-E Toast-R-Oven at $25.77. 


Mixers—Ward’s is featuring its own 
portable push-button mixer at $9.44 
in its Christmas catalog this year. 

Sears’ mixer prices begin at $*4.- 
44 for its 3-speed Kenmore hand 
mixer (with knife sharpener and 
drink mixing attachments) and jump 
to $28.99 for its 10-speed Kenmore 
table mixer (including 2 bowls and 
food grinder attachment). 

Alden’s mixer prices start at $8.99 
for its 3-speed Iona mixer and step 
up to $39.95 for a Dormeyer Mix- 
Well. Two other portable mixers— 
a 3-speed unit at $10.99 and a 3- 
speed G-E model at $17.65—round 
out Alden’s hand mixer line. 

Spiegel’s mixers come in at $11.88 
for a 3-speed portable Princess unit, 
(private brand) step to a Westing- 
house portable at $16.44, to a West- 
inghouse portable with stand and 
bowl at $21.88 and to a 12-speed 
Sunbeam Mixmaster at $49.39. 


Steam irons—Ward’s is featuring its 
own steam-and-dry iron with heat 
control at $8.45 this Christmas. Its 
Signature spray-steam-and-dry iron 
carries an $11.95 price tag. 


Sears is touting a steam or dry 
iron with heat control and fabric 
index for Christmas. The unit car- 
ries a $12.88 price tag. 

Alden’s iron prices come in at 
$8.99 for a Dominion steam-dry iron. 
Step-ups include a G-E steam-dry 
unit at $11.88 and a G-E spray- 
steam-dry, priced at $16.88. 

Spiegel’s steam iron prices start 
at $9.97 for the company’s own 
steam-dry unit and step to $12.94 
for a Westinghouse steam-dry iron. 


Electric Floor Polishers—Sears has 
slashed $25 for the price of its twin- 
brush Lady Kenmore floor polisher 
for Christmas, 1961. Last year, the 
unit sold for $84.95 complete with 
dispenser, rug cleaning attachment, 
polishing and scrubbing brushes, buf- 
fing pads and steel-wool pads. This 
year’s price is $59.95. 

Alden’s has hung a $28.88 price 
tag on its twin-brush Shetland 
polisher. Included in the price are a 
wax dispenser, a rug cleaning attach- 
ment, brushes and buffing pads. 

Spiegel is offering a twin-brush 
Westinghouse polisher at $36.89. The 
price includes 2 all-purpose brushes, 
2 polishing brushes and 2 felt buffing 
pads. 





Vacuum Cleaners—Sears is offering 
its Kenmore vac and caddy cart for 
$69.95 this year. In 1960’s catalog 
the same unit was priced at $104.95. 
The $69.95 price includes all the at- 
tachments. 

Spiegel’s Christmas catalog fea- 
tures a G-E swivel-top canister vac 
with all the attachments for $36.88. 















L. W. Prestin, vice president and 
director of marketing for Sunbeam 
Corp., Chicago, has no illusions that 
if his company’s proposed, full-con- 
signment program is put into effect it 
would solve all the problems of the 
electric housewares industry. 

“The consignment program would 
not be a cure-all,” he told EM WEEK 
in a private interview. “But from 
what the trade tells us, it would be 
a big step toward building sales both 
for the wholesaler and the retailer. 
It would also be in the interest of 
the consumer, in that it would give 
her products that have quality and 
are reasonably priced.” 

Prestin started his career with 
Sunbeam, then known as Chicago 
Flexible Shaft Co., maker of sheep 
shears, more than 36 years ago as a 
field salesman. It was a time, in 
Prestin’s words, “‘when retailers did 
not advertise price. They advertised 
the product and created activity.” 


NOVEMBER 6, 1961 


L. W. PRESTIN: 
“We'd like to restore the distribution pat- 
tern. to the point where stores will again 
display electric housewares and aggressively 
sell them. We’re striving for orderly distri- 
+ bution, orderly marketing, orderly selling.” 








Today, as an executive of one of 
the major manufacturers in an in- 
dustry marked by shrinking profits, 
aimless distribution and ineffectual 
merchandising, he is calling for the 
kind of aggressive selling he knew 
when he was in the field. “That’s the 
only way to bring all those dealers 
we lost back into the industry.” 

Soft spoken and with an almost 
scholarly unobtrusiveness, Prestin 
looks and acts more like a college 
professor than the salesman he is. A 
firm believer in close contact be- 
tween the factory man and his cus- 
tomer, he expects his salesmen to 
call on distributors and retailers as 
often as they can. 


‘‘What can we do to improve distribu- 
tion?” Prestin asked. “Today the dis- 
tributor wants to know what future 
he has in the electric housewares 
business. We at Sunbeam think the 
growth of the industry can be im- 


proved and we’re trying to find ways 
to make distribution as orderly as 
possible. We’re not talking about 
price-fixing or Fair Trade. It looks 
doubtful that Fair Trade can be re- 
vived in small appliances with any 
effect. But we feel there’s a very big 
need for a complete re-evaluation and 
deep analysis of conditions that exist, 
and we have been probing various 
solutions. However, I don’t think 
there is one plan that would help 
distribution overnight.” 


A full consignment program is one of 
the avenues toward improved distri- 
bution which Sunbeam is currently 
investigating. (See EM WEEK, Oct. 
16, p8&). 

“We have been having brainstorm- 
ing sessions with customers all over 
the country and throwing out for 
discussion the possibility of creating 
a new line of about eight small ap- 
pliances to be distributed on a full- 
consignment basis. Among the prod- 
ucts there’ll probably be a hair dryer, 
a percolator, a frypan, a can opener, 
a steam iron and a large food mixer, 
and possibly several other items in 
the volume category. Of course, 
they’ll all carry the Sunbeam name. 
The new items would have to be com- 
petitive, but they would be retailed 
at a price slightly higher than regu- 
lar models.” 

As an example, he used the model 
DHD hair dryer, which carries a list 
price of $31.95. ‘Currently this hair 
dryer is selling for between $21-$28 
in the stores. In some places, it’s sell- 
ing for as high as $31.50. The new 


hair dryer would be priced around 
$24.95. So you see it would have to be 
competitive.” 


“‘Margins on the new line would be 
lower than historical margins in the 
electric housewares industry, but 
better than actual margins,” Prestin 
pointed out. 

The consignment program, as out- 
lined by Prestin, would work like 
this: 

The retail agents (stores) would 
be solicited by Sunbeam. The re- 
tailers, in turn, would designate their 
wholesale agents. Wholesalers would 
be required to be existing Sunbeam 
distributors; no new distributors 
would be added. A record of a store’s 
past sales would be used to deter- 
mine what basic stock the store 
would receive. ““‘We wouldn’t ask a 
retailer to load up more than he can 
use, because it costs us money,” 
Prestin explained, legally the mer- 
chandise would be Sunbeam’s until 
it was sold to the consumer. This 
would prevent price cutting and 
transshipping, in Prestin’s opinion. 
“Can you give away or sell some 
one else’s merchandise?” he asked. 
He emphasized that the “establish- 
ment of a selling price is merely a 
byproduct of the plan.” 

The new plan extends the consign- 
ment to the store, because Sunbeam 
found in its West Coast program 
that “the orderly distr bution at 
wholesale did not stabilize-pnices.” 
The new plan will be launched on a 
test basis in a few states “to see if 
it has the elements of success.” 














YOUR personal BUSINESS 


Who says you can't take it with you? If you're thinking about a trip 
to Europe next summer and want to take your car along, now is the time 
to make all shipping arrangements. Your car will be accepted as ac- 
companied baggage by the major steamship lines. But, since space is 
limited, it is important to make steamship reservations for both pas- 
senger and car space well in advance. 


A A A 


e Cost of shipping your car as accompanied baggage ranges from $3500 
to $675 for the round trip, depending on the weight of the vehicle and 
your destination. The day before the ship sails you'll have to drive 
to the pier, where the car will be hoisted aboard. One word of cau- 
tion, though: Don't bother filling up on this side of the Atlantic. The 
gas tank will be drained when you deliver the car for shipment, so be 
sure the tank is as nearly empty as possible. 

e If you are planning to fly and wish to send your car ahead, it is 
possible to ship it as ocean freight. Certain documents, such as bills 
of lading and dock receipts, are required for such freight shipments. 
When it comes to insurance, it's important that you be fully protected 
with marine coverage, since transatlantic steamship lines assume no 
responsibility for damage to the car while in transit. 


A A A 


Do your teeth chatter a bit when you stand in a cold autumn wind? You're 
not just imagining you're colder when a high wind buffets you about— 
you are. U.S. Army research has revealed this chilling example: If 
the temperature is 35 degrees and the wind velocity is 20 mph, the 
effect on exposed skin—if you're outside an hour—is the same as a 
temperature of 38 below with no wind. 


A A A 


Now hear this—if you use eyeglasses equipped with a hearing aid, you 
can now get a hearing capsule which is removable and weighs a fraction 
of an ounce. Consisting of amplifier, transistor, battery and control, 
the unit snaps into either temple-bar of newly designed frames. The 
big advantage is that you can slide the hearing unit into any one of 
a "wardrobe" of frames—for example, those for sun glasses. Capsule, 
called the Herald, costs $349.95 (Acousticon International, Danbury, 
Conn. ). 

e If you don't wear glasses, keep smiling. There's a new hearing aid 
being developed which will add to the advantages of a sunny disposi- 
tion. Still in the pre-production stage, the unit consists of a min- 
iature microphone and transmitter for the wrist, and a tiny receiver 
to be installed in a hollow false tooth. Signals are transmitted 
through dental and facial nerves, bypassing the ear entirely. 


AAA 


When tallying inventory losses, how should unsaleable goods be treated? 
If you have merchandise which is unsaleable at normal prices because 
of damage, imperfection, style changes, or broken lots, you cannot 
take an arbitrary or blanket mark-down from cost. Such merchandise 
must be valued at its estimated selling price, less direct cost of 
disposition. The Treasury Department defines selling prices as the 
actual value of the goods during a period ending not later than 30 
days after the date of inventory. 


AAA 


Are sales catalogues costing you money? If so, what about deducting 
their expense? Deducting the cost of such items depends upon the 
useful life of the catalogues. You can deduct the expense of a cata- 
logue if it has a life of less than one year in the year its liability 
is incurred. However, when the useful life of a catalogue extends for 
a period of more than one year, tax deduction must be based on depre- 
ciation of the cost over the extent of time the catalogue is useful. 










































































“Is the speaker extra... } 





ELECTRICAL MERCHANDISING WEEK 


A DEALER SALESMAN SAYS 


Whaddya 
Mean, 
‘Exclusive’ 





Jerry, the factory rep. breezed in. When I say 
“breeze,” perhaps I am making an understate- 
ment. He comes in like a typhoon. 

“How’s business?” he thunders. “Is your 
boss in? My business is way ahead of last year. 
I am opening up accounts right and left; also 
left and right. It’s all on accounta our new 
policy.” 

“What new policy?” I interject. 

“Why our new franchise plan,” he bellows. 
“From now on we only give the line to the boys 
who will hold the price—no more chains, no 
more discounters. There’s a full markup just 
like that big TV maker who makes all his deal- 
ers sell for list if they want the line. He’s doing 
pretty good, so are his dealers and we’re gonna 
operate the same way!” 

“Pardon me, Jerry,’ I say, “the outfit you’re 
talking about polices the line. For instance, 
they crack down on transshippers. Can you do 
the same?” 

“We sure can,” he cries, “We do the instal- 
lation on all our washers. Our serviceman checks 
the serial number when he installs. If the cus- 
tomer has not bought the machine from a fran- 
chised dealer, we trace the serial number back, 
and whoever transshipped that washer .. . we 
just don’t ship him no more.” 

“Look, Jerry,” I say, “my boss had a bad ex- 
perience with your factory years back before you 
joined them. Better tread carefully with him.” 

“Whaddya mean,” he demands. 

“Once upon a time,” I advise, “your prede- 
cessor came to us with a franchise deal. He 
swore on everything holy that we would have 
your washer exclusive in this section. So my 
boss takes in a carload—terrific dogs—all over- 
sized and overpriced.” 

“Aw, I'll bet you knocked the competition 
dead,” Jerry spouts. 

“We sure did,” I reply. “The boss tags them 
with a ten dollar spiff, starts a sales contest, 
and they begin moving out.” 

“So what are you crying about?” Jerry in- 
terrupts. 

“Lemme finish,” I tell him. “We soon notice 
that shoppers are telling us they can get the 
washer cheaper from Mr. Big a couple of blocks 
away. Sure enough we find that Mr. Big does 
have your washer, our exclusive, for less. When 
my boss squawks to your factory rep he is told 
the washers must have been transshipped from 
out of town.” 

“Those thinks haopen,” Jerry says. 

“My boss is now skeptical of your factory,” 
I continue, “so he has our bookkeeper, who lives 
in this neighborhood, write a private letter to 
the factory saying how she is interested in pur- 
chasing one of your machines and who is the 
dealer here. Comes back a letter saying, ‘Mr. 
Big.’ This is enough for my boss. He cuts the 
line to the bone and clears it out because he 
does not like to be set up as a clay pigeon for a 
discounter by your factory. And once we dump 
your line, Big gets rid of it too because he 
doesn’t have us to do a selling job for him.” 

“It won’t happen this time,” Jerry says pas- 
sionately, “I swear to you on my Mother’s clothes 
mangle that we really police our line now.” 

They sure do. In the last 2 weeks, without 
the franchise, we have sold three of his ma- 
chines off price from the catalogue. And it was 
very hard for my boss to get the washers for 
delivery. All he had to do was crook his index 
finger and dial. 


ABOUT THE AUTHOR—For reasons which will be- 
come obvious as you read this column, the author 
does not wish to be identified. He is, however, 
exactly what he claims to be—a hard-working 
retail salesman who has problems (and solu- 
tions) which he shares here with you. 
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..»::zA RED LETTER DAY 


EM WEEK will greet the new year with publication of 


the most widely used, respected and thumbed through 
reservoir of information available to the Appliance- 


Radio-TV-Housewares industry —the Annual Statis- 
tical and Marketing issue. 


An alert editorial team, attuned to the pace of a fast 
moving, always changing industry, has accomplished 
the monumental —a statistical and marketing issue 
which will be even more useful and referred to than 
ever before. In addition to the incomparable report- 
ing of trends, forecasts, potentials, seasonal selling, 
trade-ins and many more vitally important subjects, 
the editors have come up with new ideas that guaran- 
tee even more intensive readership. Sample: a detailed 
product-by-product analysis of the Top Markets will 
make it posssible for dealers and distributors, for the 
first time, to accurately and effectively check local 
sales performance against potentials. 


NOVEMBER 6, 1961 






The Statistical and Marketing issue has earned its 
reputation as the most reliable source published. Thou- 
sands upon thousands of reprints have been bought. 
With due respect to past performance, we flatly pre- 
dict the 1962 edition will top them all in usefulness, 
in reader interest and in advertising impact. 


New advertising planning opens new opportunities 
for your selling programs. Full page minimum adver- 
tisements will be positioned throughout the statistical 
section which will be printed run-of-book on high 
quality coated stock. Meaningful premium positions 
with built-in added attraction features will be avail- 
able on a first come, first honored basis. More on this 
from your EM WEEK representative. 


Start your 1962 in EM WEEK’s Annual Statistical 
and Marketing issue. The timing is perfect. 
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What’s behind the Federal Com- 
munications Commission push for 
congressionai legislation on all-chan- 
nel TV receivers? And what does the 
experiment in New York on UHF 
channel 31 (WUHF) mean to your 
future? Here’s a complete, authori- 
tative look at the situation prepared 
for EM WEEK by experts in the 
McGraw-Hill Washington Bureau. 


FCC strategists are getting set for 
an all-out assault on Congress next 
year to get legislation requiring that 
all TV sets be equipped to receive 
the 70 ultra high frequency (UHF) 
channels, as well as the usual 12 very 
high frequency (VHF) channels. 

The fight for the bill will be an 
uphill struggle. FCC members and 
top government agency officials uni- 
versally recognize this. But they also 
insist that all-channel receiver legis- 
lation is an absolute must if current 
plans to revive UHF TV broadcast- 
ing are to succeed. 

Passage of the bill will assure 
UHF’s future place in TV _ broad- 
casting, they say, and start a scram- 
ble to perfect and market UHF re- 
ceiving equipment. Nothing less than 
the all-channel bill, they fear, will 
restore the faith in UHF to broad- 
casters, equipment manufacturers 
and the public. 


What The FCC Plans 


Washington planning for the UHF 
fight is going on as the FCC starts 
its long-awaited $2-million test of 
UHF in New Yor City. This test 
will settle some of the technical argu- 
ments over the merits of UHF versus 
VHF, and plays an important part in 
the drive to boost UHF. 

Hearings have been promised in 
January or February by the Senate 
and House Commerce Committees. 
Neither has held hearings on the all- 
channel receiver bill, and many at 
FCC think the hearings will provide 
a now-or-never opportunity for UHF 
TV broadcasting. 

FCC determination to make UHF 
work is’ growing. Commissioner 
Frederick W. Ford, a Republican, 
helped get the ball rolling when he 
was chairman. Now Ford and Com- 
missioner Robert E. Lee, the most 
insistent UHF advocate on the com- 
mission, are getting effective assist- 
ance from Chairman Newton N. 
Minow. 

FCC members agree that greater 
use of UHF is desirable. Their bitter 
disputes revolve around how much 
the government should do to pro- 
mote UHF. The commissioners who 
believe UHF can’t survive without 
clear-cut government action now 
have the upper hand. 

In a nutshell, UHF’s problem is 
that it can’t compete with VHF. This 
problem stems from the early 1950’s, 
when television began to grow up in 
the 12 VHF channels. 


NOVEMBER 6, 1961 


Now, a vast majority of viewers 
have only VHF equipment. And there 
isn’t much incentive for them to go 
for UHF receivers as long as VHF 
stations provide the bulk of TV serv- 
ice. 

The FCC is convinced that the 12 
VHF channels won’t permit enough 
TV stations to allow the industry to 
grow naturally. VHF is already 
bursting its seams: Demand for 
VHF stations is intense. And there 
aren’t enough VHF stations to allow 
three network-affiliated outlets to op- 
erate in each of the nation’s 75 larg- 
est markets. 

Minow and others at the FCC 
would like to see four or more na- 
tional networks operating commer- 
cially, plus plenty of: space left over 
for educational TV networks, inde- 
pendent stations and independent 
commercial stations. UHF boosters 
think TV will be doomed to a strait- 
jacket unless the 70 UHF channels 
are put to work. 

The pressure for a solution, from 
Minow and others, is forcing UHF- 
TV into a crucial period. One manu- 
facturer of UHF transmitting equip- 
ment sees “‘the beginning of the sec- 
ond wave of expansion” for UHF. 
But a government economist doesn’t 
think the current efforts will bring 
much change. He says, “The forces 
of the status quo are greater than 
the forces for change.” 

But now the stage is set for the 
strongest challenge yet to the status 
quo: The New York experiment, ac- 
tions now proposed by the FCC on 
its own, and the hearings in Con- 
gress. 

There isn’t much political appeal 
to the all-channel+receiver bill. Edu- 
cators represent the most potent 
lobby. Inducements: to congressmen 
to support it are small, particularly 
since the all-channel sets are expected 
to cost $20-$30 more than straight 
VHF sets. 


Sources Of Opposition 


Kenneth A. Cox, chief of FCC’s 
broadcast bureau and a strong UHF 
supporter, predicts Congress won’t 
force consumers to pay even $1 more 
for their sets. 

Present VHF broadcasters are ex- 
pected to exert powerful pressure 
against the all-channel receiver pro- 
posal. Strong opposition can be ex- 
pected from television set manufac- 
turers. 

Minow says he can’t fathom manu- 
facturer reluctance, and adds that he 
would expect set makers to back any- 
thing enhancing TV’s growth pros- 
pects. 

How can FCC hope, then, to get 
legislation in the face of strong op- 
ponents ? 

The outlines of FCC strategy are 
becoming more clear. It is a strategy 
that is aimed at convincing Con- 
gress that change is needed and that 


BARKING DOG ANNOUNCES: 


UHF Experiment In 
New York... Start Of 
A Revolution In TV? 


the all-channel receiver bill is the 
least painful way out of a difficult 
situation. 

The difficult situation lies in the 
available alternatives if Congress 
won’t go along with the all-channel 
receiver bill. The alternatives: 

e@ Abolishing VHF _ broadcasting, 
and moving all TV into UHF chan- 
nels. FCC probably has the power to 
do this by fiat. FCC lawyers believe 
the courts would approve. Minow 
isn’t persuaded that this is the best 
answer, but he warns that it will 
have to be considered if Congress 
should fail to enact the all-channel 
receiver bill. 

e Pursuing a vigorous program 
of “de-intermixture.” “De-intermix- 
ture” is FCC jargon for taking a 
VHF station away from a community 
so that its UHF stations do not have 
to face VHF competition. De-inter- 
mixture has been tried before, al- 
though never very successfully. FCC 
economists figure that if de-inter- 
mixture resulted in a demand for 
UHF sets roughly equal to demand 
for VHF equipment, manufacturers 
would turn themselves to an all-chan- 
nel receiver. 

e@ Doing nothing, and letting UHF 
limp along. Commissioner Ford is the 
only one who thinks this would be 
disastrous. He predicts that FCC 
couldn’t continue to resist demand 
for more VHF stations, and it would 
be forced to compromise its broad- 
cast standards with the further risk 
of degrading the quality of TV sig- 
nals in order to squeeze in more VHF 
stations. 

All of these three alternatives, the 
reasoning goes, are more disruptive 
than the all-channel receiver bill. 

De-intermixture is very unpopular 
in communities affected by it. Broad- 
casters losing VHF stations complain 
bitterly. 

Their protests are reflected in Con- 
gress, where representatives declare 
that their areas are being discrimi- 
nated against. 

Such charges are already being 
leveled against FCC’s recent pro- 
posal to de-intermix eight markets: 
Madison, Wis.; Rockford and Cham- 
paign, Ill.; Hartford, Conn.; Erie, 
Pa.; Binghamton, N.Y.; Columbia, 
S.C. and Montgomery, Ala. Several 
bills have been introduced in the 
House to prevent FCC from follow- 
ing through. 

This is exactly what some at the 
FCC wanted to happen. Said one top 
official, “If we can get enough con- 
gressmen fighting de-intermixture, 
we will have a chance to sell them 
on the all-channel receiver idea.” 

The reaction of Representative 
Peter F. Mack, Jr. (D-IIl.), a ranking 
House committee member and a 
leader in the fight against de-inter- 
mixture, bears out the theory. Mack 
would support the all-channel re- 
ceiver idea, if it would bury de- 
intermixture. 





Actually, chances of FCC going 
ahead to de-intermix the eight pro- 
posed markets are remote. A bare 
majority of four FCC members 
agreed to propose this de-intermix- 
ture, and one of them is virtually 
certain to vote against making it 
final. 

Realistically, FCC officials con- 
cede there isn’t much chance of 
scrapping VHF television broadcast- 
ing either. 

Commissioner Lee has promoted 
this idea, but it doesn’t have much 
commission support. For one thing, 
all-channel .receivers would still be 
required for a transition period to 
UHF. 

But more important, there is a 
growing belief that TV eventually 
will require all 82 available chan- 
nels, UHF and VHF. Commissioner 
Ford believes this, and Chairman 
Minow is inclined to agree. 

Support for the 82-channel idea 
will come soon from educators. The 
National Assn. of Education Broad- 
casters will release a comprehensive 
study (due Dec. 1) projecting much 
greater need for educational TV than 
any estimated to date. 


The New York Experiment 


An old proposal to make the All- 
Channel Receiver Bill more palatable 
to Congress may be revived. The pro- 
posal: Eliminate the federal excise 
tax on all-channel receivers, bring- 
ing the retail price of the set into 
line with the price of a straight 
VHF set. 

In fact, Minow plays an important 
role in the proposed strategy. Al- 
ready he is quietly meeting Con- 
gressional leaders to smooth the way 
for the all-channel receiver bill. He 
expects cooperation from Senator 
Warren G. Magnuson, (D-Wash.) 
commerce committee chairman and a 
strong advocate of educational TV, 
as well as from House Chairman 
Oren Harris (D-Ark.) and Senator 
John O. Pastore (D-R. I.), communi- 
cations subcommittee chairman. 

Briefly, then, FCC hopes to con- 
vince Congress it will do something 
to boost UHF, whether Congress 
agrees or not. Then FCC hopes it will 
be able to convince Congress that the 
all-channel receiver bill will be less 
difficult for broadcasters and the pub- 
lic to swallow than either de-inter- 
mixture, or a switch entirely to UHF 
TV broadcasting. 

The New York experiment may 
prove conclusively whether UHF is 
economical for a big city where 
buildings block signals. 

This blocking can be corrected, and 
the UHF test will show how costly 
this would be. 

If adequate coverage of New York 
City with UHF signals is plainly too 
expensive, that will rule out a na- 
tionwide switch to UHF TV broad- 
casting. 
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ENTIRELY NEW CONCEPT IN GIANT SCREEN TV 


Admiral ups production | 
for its exclusive new 



















Admiral pioneered and developed 19" picture tube. Another Admiral ‘‘First''—bonded 23° TV. The first 
Movie-square; no cut-off corners. 19” overall diagonal; 172 movie-square picture in big-screen television. 23” overall 
sq. in. viewing area—10% bigger picture than 17” TV. Now diagonal; 282 sq. in. viewing area—20 square inches more 
standard in quality portables and compact TV. picture than 21” TV. Now the standard of the TV industry. 


° ° ° From the engineering and design laboratories of 
First time ever! Admiral develops a new Super-Screen 27" Admiral, where the famous movie-square 19" TV 


was pioneered and developed...where the first 
bonded picture tube! Not only 400 square inches of picture... “#¢e-angle 23” bonded TV was produced...now 

comes another great advance in TV. It’s the 

Super-Screen 27” bonded picture tube! 


53% greater than 21” TV...42% bigger than 23" TV...but also  Admiral’s leadership in creating this new 


kind of wide-angle TV has made it the quality 

the most brilliant, sharpest picture in TV history! Allin a slim standard of the television industry. Now 
Admiral takes another dramatic siep forward 

s . s . . ith é ]i- Zi" b ded i t t be. N t 
cabinet designed to fit any room. Here’s the big profit-maker! 30), 400 square inches of picture with remark. 


able depth and realism... 


Here’s the big traffic-builder! Here’s something new and ___ but designed to fit a truly 


slim cabinet. 


different to put real sales excitement back on your selling floor! | Newbonded seal on tube 


For the first time, a giant 


Read the facts and then call your Admiral distributor! “oo of this size has an Sealed-on safety glass eliminates 


optic-filtered safety glass the separate giass faceplate. 








SUPER-SCREEN 27” TV. The Danforth, SUPER-SCREEN 27” TY¥. The Woodbine, SUPER-SCREEN 27” TV. The Revere, 





L210 Series—A beautiful Contemporary Lo- Model 12721—Uitra-slim Danish Modern Model L2739—Early American Lo-Boy from 
Boy in walnut, mahogany or blonde oak Lo-Boy master-crafted in genuine wainut the Admiral Masterpiece Collection in 
sprained finish on hardboard. veneers and matching hardwood solids. Cherrywood veneers and hardwood solids. 
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RECEIVES OVERWHELMING RESPONSE! 


2 times to meet deman 
bonded Super-Sereen 2 


Customers everywhere are going big 
for TV’s biggest, clearest picture! 
Admiral’s October production 

alone exceeded the entire quantity 
originally scheduled for the 
complete Fall selling season! And 
demand is growing every day. 











Don’t miss out! Get in! Cash in! 


First bonded Super-Screen 27” TV—another dramatic 
advance from Admiral. 27” overall diagonal; 400 square 
inches of life-like realism—a 42% bigger picture than wide- 
angle 23” TV. Exclusive sealed-on optic filter safety glass. 
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sealed directly to the tube. The safety glass is 
permanently bonded to the 27” tube by a new 
epoxy resin instead of the conventional molded 
safety glass. There is no separate glass between 
you and the picture! No dust! No haze! No 
reflection problems! You see a perfect picture 
no matter where you sit 
—a picture that’s dra- 
matically sharp and clear 
even in a fully lighted 
room. 

Don’t confuse the new 
Super-Screen 27 with any 
other picture tube you’ve 
ever heard about! There’s nothing like it. Pre- 
vious attempts to enlarge the picture to this 
size have resulted in dimness and fuzzy details. 
Admiral’s new picture tube and the specially 
engineered chassis overcame all these problems. 














Matchlight test shows amazing 
new tube cuts reflections by 75% 


New quality advances in chassis 
As a result of the superior regulation of 
Admiral’s 23,000 volt system, extreme bright- 
ness and picture intensities are achieved as 
never before. An all-new DC contrast Resto- 
ration Circuit has been added to capture the 


MARK OF QUALITY 
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full range of light and dark tonal values seen 
by the TV camera. For the first time, an 
advanced N-77 Electron Focus Control per- 
mits fine edge-to-edge focus on such a giant 
screen. The fuzzy, distorted picture “‘halo”’ is 
also eliminated by a miniature ‘“‘Einsel’”’ focus 
lens that insures precise pinpoint detail. 


Many new quality features 

Other new quality advancements include: 
Miracle Compactron* tube with an exclusive 
Automatic Picture Guard circuit! (Actually 
extends tube life and operating efficiency.) 
Copper-Bonded Symmetry Wiring eliminates 
105 potential trouble spots. New ‘‘Cool Coil’’ 
power transformer with an amazing 100-year 
life-rated miracle insulation. 

Despite the great increase in picture size, 


Iw FOCUS 





New Automatic Focus Control 
provides full-screen sharpness 


23,000 volt chassis is especially 
engineered for giant-screen TV 


qt+~,, THROUGHOUT THE WORLD 


ADM 





Admiral’s engineering breakthru has achieved 
a degree of compactness previously impossible 
in giant-screen TV. While the neck of the new 
Admiral Super-Screen picture tube is slightly 
longer than today’s 21” or 23” tubes, the unique 
sealed-on safety glass feature holds overall 
depth to a minimum. 

Screen 27 comes in slim “(I 
decorator cabinetry that 

takes little more space - et Seen oes 
than smaller screen sets, a little larger than 21° TV! 
fits perfectly in any size room. Compare its 
trim measurements... only 32%” high, 38%” 
wide, 20” deep: And you can sell new Admiral 
27” TV in three authentic furniture designs 


—Contemporary, Danish Modern and Early 
American Lo-Boys in beautiful finishes. 


New slim cabinet size 
The Admiral Super- 





Call your Admiral distributor right now! 
Cash in now on this great new profit 
opportunity available only from Admiral! 











xx TM of manufacturer 


TRAL 


EM WEEK'S 








/MARKET REPORTS 


GREAT PLAINS . . . OMAHA—To close 
or not to close—that was the question 
facing Omaha City Councilmen who 
rule soon on a new Sunday closing 
ordinance. 

Not in recent years has a council 
been handed a hot potato the likes of 
this. It has caused rifts in the retail 
community, been the subject of hun- 
dreds of letters pro and con and of 
lengthy, sometimes heated, debate in 
council chambers. 

While dealer groups were not tak- 
ing stands, individuals were. 

Two of the more vocal have been 
George Roth of Paramount Radio and 


GOURMET FAN 


You will find that ranges including the new 
Wilcolator electrical control generate show- 


room traffic . . 


For the first time, Wilcolator has made pro- 
grammed cooking in a gas oven a housewife’s 


dream come true. 


You sell time when you sell these ovens. 
Time for Mrs. Homemaker to be a better wife 


and mother... 
household routine. 


What Mrs. Homemaker can’t do with this 
new control is hardly worth doing. From freezer 
to platter, for instance, a big rib roast can be 


ileola Or 


COMPANY 





. create sales! 


minutes a day shaved from her 


Norman Gendler of Best Appliance. 
Roth, who was staging a giant sale 
one Sunday each month, declared, 
“We, too, think everyone should have 
a day of rest. So we hire enough help 
to stagger the working hours.” Busi- 
nessmen should decide for themselves, 
he added. 

Best, speaking for the ordinance, 
said, “‘We work hard enough the 
other six days of the week.” Best was 
staying open nights until 8:30. 

While there has been little organ- 
ized opposition, proponents have lined 
up the Associated Retailers and sub- 
urban merchant groups. 


FAST 
DEFROST 


SLOW 
DEFROST 





In-city merchants were complain- 
ing of unfair competition from dis- 
count houses which opened beyond 
city limits. There they were free 
from the old ordinance which man- 
dated closing one day in the week. 
Gem, Inc., at 6534 L St., was operat- 
ing seven days a week. A Skagway 
store was set to open shortly at 72nd 
and L Streets. 

John Replogle, appliance manager 
at Gem, said business the first three 
weeks had been “as good as we ex- 
pected. We’re well satisfied.” Sunday 
business, he added, had been “excel- 
lent.” 


MIDWEST . . . DETROIT—The City Of 
Wheels has one flat tire. Depending 
heavily on the upturn in the automo- 
tive industry, increased appliance 
sales were expected when General 
Motors, Ford, and American Motors 





thawed, cooked and “held” (for hours, if de- 
sired) with just one dial setting. Moreover, a 
light signals her when the oven is on; another 
tells her when it has reached a pre-selected 
temperature. Close temperature control 


relighting at either pilot or main burner 


features. 


. 100% safety shutoff . . 
“gourmet fan” are other salient (and salable) 


. and an optional 


Look for manufacturers’ lines which incor- 


porate this radically new concept in oven con- 
trol. They will be setting the selling pace in the 
coming competitive season! 





THE WILCOLATOR COMPANY 
1001 NEWARK AVE., ELIZABETH, N.uJ. 


Thermostats for Every Heating and Cooling Application 


Subsidiaries and/or affiliates in 


Canada, Great Britain, Italy, West Germany, and Australia 
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settled labor negotiations. The cur- 
rent disappointment represented by 
Chrysler’s unsettled labor dispute, 
appeared to be the straw breaking 
some dealer’s backs. 

“Tf Chrysler doesn’t settle soon,” 
said Walter Jasen, owner of Jasen’s 
Appliance, “it’s going to be a lean 
Christmas.” Located on Detroit’s 
East Side, Jasen was _ particularly 
hard-hit since many Chrysler em- 
ployees are also residents of the 
East Side. 

“All sales have been spotty during 
the past four months,” Jasen con- 
tinued. “‘Two-door refrigerators have 
been my only moving item.” 

A mid-city appliance dealer, Ed 
Law, manager of Cadillac Television, 
heralded a volume increase of 20% 
for July, August, and September. 
Echoing Jasen, Law commented, “G- 
E and Frigidaire dual-door refriger- 
ators have sold best. He was hoping 
for a better Christmas than 1960: 
“Customers aren’t comparing our 
merchandise with discount houses. 
Therefore, I’m confident the sales are 
assured; it’s just a matter now of 
surplus cash.” 

A spokesman for a major chain of 
appliance shops, representing a good 
cross-section of Detroit, said, ‘Sales 
here have been quite sporadic. The 
most disappointing appliance of the 
year is dryers. They stand where 
they stood 7 months ago—in the 
warehouse.” 

A check with Cliff Lane, owner of 
Lane’s Appliance in Port Huron, lo- 
cated 35 miles from Detroit, revealed 
only a slight decrease. “‘I look for- 
ward to a fair Christmas with hand 
mixers, steam irons, toasters and 
coffeemakers as best sellers.” 


MIDDLE ATLANTIC. . . WILMINGTON, 
DEL.—Appliance dealers here have 
noted a marked upturn in business. 
“Recession psychology” of a year ago 
has disappeared, and most retailers 
expressed optimism that the coming 
holiday season will be “one of the 
best ever.” 

Color TV sales were one of the 
bright spots in the business picture. 
Some said the recent fall TV and 
appliance show here spurred renewed 
interest in the medium. 

Lou Dougherty, of Louis H. Dough- 
erty, Inc., said there has been an 
upswing in his sales since August, 
with color TV leading the list. 

Jimmy Angelo, Jr., at Colonial TV 
& Appliance Co., reported that color 
TV business was tremendous and 
that all stereo and white goods sales 
have been satisfactory. Angelo un- 
veiled the new 1962 lines of RCA, 
Philco and Zenith with special pro- 
motions, and he found the net result 
to be a “general stimulation” for his 
fall business. 

A novel promotion, “You’re the 
apple of my eye,” brought out throngs 
of shoppers to Justis Brothers where 
every customer entering the store re- 
ceived an apple. Owner Cedrick Jus- 
tis said TV, stereo and white goods 
were moving. 

It was a different story with Gus 
Pohorily, of Gus’s TV Service & Ap- 
pliances, where sales of washers had 
been unusually good and TV only 
fair. He attributed action in laundry 
equipment to an influx of new work- 
ers in the city. 

“People are spending more to buy 
deluxe equipment these days,” said 
Larry Riggs, of McDaniel, Inc. Top- 
of-the-line refrigerators were attract- 
ing the customers, he claimed. Riggs 
also reported that the trend among 
buyers was to the conventional elec- 
tric ranges. 
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Popular shades of pastel paint are sprayed on appliances accepted as 
trade-ins in this booth. McCoy (right) says this thorough reconditioning 
increases selling price $40 to $50 on each unit. 
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[HOW TO... 
Recondition A Refrigerator For Profit 


What’s the difference between put- 
ting an as-is trade-in refrigerator on 
your salesroom floor and putting a 
thoroughly refinished refrigerator in 
the same spot? 

According to J. E. McCoy, presi- 
dent of McCoy’s three appliance 
stores in Dayton, Ohio, the differ- 
ence can mean from $40 to $50 in re- 
tail price. 

But a better price isn’t the only 
reason why McCoy has an extensive 
refinishing program for used appli- 
ances. “More important,” he says, “‘is 
that our refinished trade-ins move. 
People really go for them.” 


Six to eight appliances per day move 
through McCoy’s repair and refinish 
operation. Whether the trade-in is 
accepted at his store in the Town and 
Country shopping center, in nearby 
Eastown or in the Dixie Highway 
salesroom, it is sent to the service 
shop on Dixie Highway. 


A step-by-step procedure is followed 
there for each unit. First the trade- 
in receives a complete mechanical 
checkout and any necessary repairs 


are made. Then chips, mars and 
breaks are repaired and the entire 
surface is prepared for painting in 
a cleaning booth (see picture, left). 

Approximately 25% of the used 
appliances run through McCoy’s sys- 
tem are repainted in the popular 
pastel shades of turquoise, yellow or 
pink. The rest are finished in white. 


Customers offer compliments once the 
refinished appliances reach the sales- 
room floor. McCoy says these are 
typical: “‘I shopped three other large 
dealers in town and there is no com- 
parison. I bought at once at Mc- 
Coy’s.” “I bought an 11-year-old box 
but you’d never know it from the 
paint job. It looks as good as the new 
ones I’ve seen.” 


The refinishing equipment in the shop 
includes the cleaning booth with an 
exhaust system, a cleaning gun and a 
paint-arrestor type spray booth with 
hot spray equipment and touch-up 
guns. The investment in equipment 
has been returned many times in the 
markup made possible by refinishing 
used appliances, reports McCoy. 


FOLLOW THESE FIVE STEPS TO PROFIT 


1. Give each unit a complete mechanical checkout. 
2. Make all necessary mechanical repairs 


3. Fill in all chips and hammer out all dents. 


4. Prepare the entire surface for painting in a cleaning booth. 
5. After cleaning, move the used appliance to a painting booth. 
Necessary coats of enamel are applied by a skilled operator. 





RCA VICTOR announces 


the most amazing 


High-Fidelity recorder 


since the invention 


of the tape cartridge! 


WONDERFULLY COMPACT! 
WEIGHS LESS THAN 14 POUNDS! 
Now! An all-new RCA VICTOR portable tape 
cartridge recorder-player! The easy-to-use 
“‘Prompter’’ is so compact it weighs less than 
many portable typewriters. Best of all, it's 
priced to sell on sight (and sound) from only 

$99.95! 
COMPARE THESE UNIQUE FEATURES! 
One-Step Cartridge Loading! Just drop in the tape 


cartridge and start playing or recording. Blank 
cartridges are readily available. 


Records up to two hours of high-fidelity—up to four 
hours of normal conversation. Dual-speed selector 


ONLY #9928! 


lets you choose 3% inches per second for high- 
fidelity, direct electrical recording, or 1% inches for 
extra-long playing of good-quality voice recording. 


A quality tape recorder engineered for top perform- 
fier:. 50 








THE PROMPTER, ONLY 7%” HIGH, 9%” WIDE, 11%” DEEP, 13% POUNDS LIGHT! 


speaker when playing back through supplementary Erase-proof interlock! Prevents tape breakage; 


system. Microphone jack for candid recording. 


keeps tape from coming loose from reels. 


Makes finer quality recocdings! Neon level indi- automatic tape stop! Stops tape and shuts off mo- 


cator helps make more distortion-free, clearer 
ding recordings. 





ance! Frequency resp from p pl 
15,000 at 3% per second. 


Easy-to-operate controls! One knob for rewind, 
stop or play; a one-position control for record; sim- 
ple dua!-position switch lets you select sound track 
easily. 


Complete recording and playback facilities make it 
ideal as a tape deck. Full set of plug-in jacks for 
recording for home use and playback through prop- 
erly equipped hi-fi, TV or radio sets. Internal 
speaker cut-off switch shuts off the recorder’s 


Watch for further news about other RCA Victor tape cartridge models, including stereo. 
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RCA Victor ‘Golden Throat’ brilliance and real- 
ism! 3” x5” electrodynamic speaker is precisely 
balanced with amplifier and cabinet for richer, 
fuller tone 


Sensitive ceramic microphone! Permits high-quality 
recording of events in sound as they actually hap 
pen. A compact microphone holder with cord stor- 
age fits easily inside the lid. 


Spring-loaded handie! Makes this truly portable re 
corder even easier to carry. 


tor at end of tape. 


Plays reei to reel! A simple optional attachment ac- 
commodates 3 inch reeis for reel to reel use. 


SEE WALT DISNEY'S 


“WONDERFUL WORLD OF COLOR,” 
EVERY SUNDAY, NBC-TV NETWORK 


The Most Trusted Name in Sound 


Nationally advertised list prices shown, optional with dealer. Prices, spec fications subject to change. TMK(S)® 
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Everyone 
profits more w 


everlasting appreciation. 
profit and everlasting good 


Road, Don Mills, Toronto. 


Power Portable Mixer » 


Automatically shifts from low 

to higher speed for heavy batters, 
then back to low as blending 
begins. No slowdowns, stalling 
or ingredient spraying. Exclusive 
built-in power-booster produces 
perfect blending that helps insure 
consistent results. 





Coffee Mill 


—for the fresher, finer 


flavor of real bean 


electrically. More 
licious Cups per po 
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hhitchenAid. 


QUALITY FOOD PREPARERS 


She gets the finest food preparer made...he gets 





fee, custom-ground 


(more sales volume 
with good profit, too). 





ith 


..and YOU get your full 
will. KitchenAid—the full- 


est line with the fattest profits. Write: KitchenAid Elec- 
tric Housewares Division, The Hobart Manufacturing 
Co., Dept. KEM, Troy, Ohio. In Canada: 190 Railside 


or A 





New 4-C Mixer 


Exclusive single beater 
travels clockwise around bowl, 
while it rotates counterclock- 
wise. Gives most thorough mix- 
ing possible, to the bowl edge. 
14 attachments available— 
and no power adapter needed. 
Other counter models, too. 


» 
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Kewanee, Ill., appliance store owner, Ivan Frey (left), discusses a sale over coffee at 









his store’s self-supporting soda fountain and table area. 


Soda Fountain Ups Sales 
To Sweet-Tooth Shoppers 


Sundaes sell TV and coffee closes 
refrigerator sales at Adams Appli- 
ances Co. in small-town Kewanee, III. 
The store’s soda fountain, installed 
a year ago, helps move more major 
appliances while paying its own way 
and the salary of a full-time soda 
clerk. 

About 60 prospective customers a 
day stop in for a shopper’s “pick- 
up.” “We know of at least one big- 
ticket sale every month that resulted 
just from our soda fountain,” says 
owner Ivan Frey. “For instance, one 
woman bought a $209 portable TV 
set after saying that she had just 
come in for a sundae.” 

The soda fountain scored a big plus 
during Frey’s grand opening promo- 
tion, serving 1,200 people on a Sat- 
urday. A special 25¢ sundae, offered 
for nine cents, drew passersby 


through his major appliance section 
to the back-of-store refreshments. 
“Customers returned again and again 
on opening day, giving our merchan- 
dise terrific exposure,” Frey said. 
Frey relocated his store last year 
to a 75 by 75 foot building that has 


















Saad 


This soda fountain, serving 60 customers a day and situated at the back of the store, 


combined his former two-story opera- 
tion into all-on-one floor merchandis- 
ing. The seven-stool soda bar and two 
tables occupy an area which meas- 
ures 15 by 20 feet. 

The coffee bar is an inviting corner 
where customers can talk over a buy 
in private—instead of leaving the 
store to make a decision. Frey ex- 
plained, “Quite often, after a man 
and wife have had a cup or even two, 
I am invited over to write up the 
order. Last such case was a $450 
home freezer—because a couple en- 
joyed a 10 cent cup of coffee. 

“Also, I often suggest to a husband 
that he ‘take a load’ off his feet while 
his wife shops. This way, enjoying a 
soda, he doesn’t become impatient 
and rush the Mrs. out of the store.” 

Every month, since its move, 
Frey’s sales have run ahead of the 
previous year’s even in the face of 
recession. “I would recommend that 
every small-town appliance store con- 
sider adding coffee and sodas,” Frey 
said. “It will make your store a re- 
freshment-break center and business 
is bound to benefit.” 


a eed 


draws customers through the up-front major appliance section. 
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There are only 


2 kinds of Color TV 
made in America- 


ZENITH 
AND ALLOTHERS! 


HERE’S PROOF! 


— — 
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Only ZENITH COLOR TV has 


assure finest performance, 









HANDCRAFTED 
HORIZONTAL COLOR TV CHASSIS! 


ONLY ZENITH HAS IT! 


No printed circuits! No production shortcuts! Every connection is 
hand wired and hand soldered. Uses only the finest quality compo- 
nents throughout. Assures greater color TV operating dependability 
and more simplified color TV servicing than ever before possible. 




















PATENTED ZENITH COLOR Fae ak tn 

















DEMODULATOR CIRCUITRY! a. - 
s bs 
_ _~ 
ONLY ZENITH HAS IT! at... 
The new Zenith-developed ‘electronic brain” of color TV! Two ex- & - 
clusive color hue tubes deliver the most true-to-life colors in color TV. a se 
Simplified circuitry design extracts color information from incoming a j a 
signals with new peak precision and greater reliability. Requires less “a }__9 
critical adjustments. Makes servicing easier. ne 
ainy 4t— 





GOLD VIDEO GUARD — 
TURRET TUNER! : r 


ONLY ZENITH HAS IT! 


Provides protected picture quality! 104 16-carat gold filled contact 
points assure sharper, purer pictures for the lifetime of the set. New 
“‘Perma-Set”’ Control fine-tunes each channel for the best possible 
picture, without disturbing the alignment of other channels. 









EVERY ZENITH COLOR TV IS DESIGNED, DEVELOPED AND MANUFACTURED EXCLUS/VELY BY ZENITH! 






SEE THE COMPLETE LINE OF ZENITH COLOR TV AT YOUR ZENITH DISTRIBUTOR’'S NOW! 
ELECTRICAL MERCHANDISING WEEK 


these 9 exclusives that 


greatest dependability ever! 
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PERMANENT FERRITE MAGNET 
COLOR PICTURE CENTERING! 


ONLY ZENITH HAS IT! 


Minimizes drift! Proved the best for dependability! Utilizes the 
same permanent magnet system proved by many years of out- 
standing performance in Zenith black-and-white television. 


METAL CONE CIRCUITRY 
CHECK POINTS! 


ONLY ZENITH HAS IT! 


Metal cone circuitry on the new Zenith Color TV chassis makes 
a majority of test points accessible without removing the chas- 
sis. Servicing is easier, faster, less costly! 


REMOVABLE “EASY SERVICE” 
BOTTOM PLATE! 


ONLY ZENITH HAS IT! 


90% of the Zenith Color TV chassis is accessible for servicing 
without removing it from the cabinet. 


PUSH-PULL COLOR 
LEVEL CONTROL! 


ONLY ZENITH HAS IT! 


Turn to adjust color level. Push to view either color or black- 
and-white programs. Pull to completely shut off color for in- 
stantaneous point-of-sale demonstration, and for best possible 
black-and-white reception of marginal color transmissions. 






ste a high fix r “a 
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subject to dd nge without notice. 
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33 HIGH FIDELITY AUDIO SYSTEM 


with separate bass and treble controls! 
ONLY ZENITH HAS IT! 


Only Zenith provides separate bass and treble controls in every 
Color TV. Zenith quality “tone balanced” speakers deliver thrill- 


ing high fidelity FM sound. 


~) ZENITH AUTOMATIC 


COLOR LEVEL CIRCUITRY! 


ONLY ZENITH HAS IT! 


Automatically adjusts color level to maintain true color values 
for better realism. Adjusts for color variations of transmission 
and helps maintain constant color values when programs or 


channels are changed. 


The extra measure of quality! 


CONTINUOUS 24-HOUR FACTORY 
PERFORMANCE TEST ON EVERY 





ZENITH COLOR TV CHASSIS! 


To make absolutely certain of unparalleled dependability, every 
Zenith Color TV chassis is given a continuous 24-hour per- 
formance test under the most critical operating conditions! 





The quality goes in 
before the name goes on 


Does a Volkswagen ever get stuck? 


We cannot tell a lie. 

Yes 

Then why do you see so many of our 
trucks zipping through the snow when 
others can't? 

Well, it's just a little harder for a VW 
to get stuck. 

We put the engine in the rear. 

The weight presses your drive wheels 
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that much harder down on the snow, ice 
or whatnot. 

It's the extra traction that turns the 
trick. 

Our air-cooling helps, too. VWs have 
no water to freeze. You always go. 

Our winter performance is One reason 
that the Mason Electric Company of 
Grand Rapids, Michigan, feels the 


Volkswagen is the truck for them. 

When snow socks in other makes, 

their VW gets through to the job— often 
even off the road. 

Of course, another reason is that the 
VW’'s low operating cost—half 
that of a half-ton—also makes 
it easier to get through the end 
of the month. 
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WORLD NEWS 






Reports By Overseas Bureaus 
Of McGraw-Hill World News 





Germany’s List Price System 
Keeps Appliance Profits Up 


With all the talk over price fixing 
lately, dealers will want to take a look 
at the same problem abroad. In Ger- 
many, list prices work. In fact, the 
rough-and-tumble competition on the 
U.S. market, where every retailer sets 
his own prices, spells out danger to 
the German appliance dealer. 

A poll taken by the IFAK Insti- 
tute for Sales Research, in Wiesba- 
den, shows that 74% of electrical re- 
tailers strongly favor maintaining 
the prevailing list price system. Four 
out of five voiced objections against 
the recent elimination of list prices 
for refrigerators. (EM WEEK, July 10, 
1961.) 

Germany’s list price system seems 
to keep profits higher than they 
would be otherwise. Even though 
there is plenty of backdoor selling 
by wholesalers and secret discounts 
given by the majority of retailers, 
the list prices still exert some con- 
trol. 

An interesting sidenote of the poll 
showed that the percent of advocates 
of list prices dropped as the shop size 
increased. 


British Television Company 
Slides Over ’60 Sales Loss 


Although TV sales were poor in Eng- 
land last year, British Electronics 
Industries Ltd. came through on 
other merchandise, reported the com- 
pany’s annual review. 

Chairman C. O. Stanley said, how- 
ever, that no one could predict how 
soon TV manufacturing difficulties 
would be remedied. 

The company (a merger of Pye 
Ltd. and E. K. Cole Ltd.) made a pre- 
tax profit of $2.03 million for the 
year ending March 31. While Pye 
still made a profit of $4.2 million, 
Ekco suffered a loss of $1.86 million 
against a previous profit of $1.89, 
mainly because they stocked too many 
sets. 

Ekco’s nucleonics division and its 
heating appliance business, however, 
were expanding and making profits, 
according to Stanley; the Telephone 
Manufacturing Co., Ltd., purchased 
last year, showed profits. of over 
$560,000 up to March 31 and expected 
to increase its profits next year, he 
added. 


Grundig Takes Over Company 
As Assembly Plant In Sweden 


Grundig, manufacturer in Fuerth, 
Germany, is moving into Scandinavia 
early next year, when the present 
Swedish distributor of Grundig prod- 
ucts, Sonoprodukter, changes its name 
to Svenska Grundig, and begins as- 
sembling Grundig radio and TV sets. 
The parent Grundig company will be 
represented on the board of the new- 
ly formed company. 

The transaction is on schedule for 
Jan. 1, 1962. 


Second Television Channel 
Hikes Sales In Germany 


German TV dealers, who have been 
suffering from a recent sales slump 
made worse by overproduction, have 
found relief with the introduction of 
Germany’s second TV channel. July 
1 marked the channel’s beginning, 
and business rose immediately. Sales 
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picked up by 23% to 271,097 sets sold 
during May through August, and 
even better business is expected for 
the coming months. 

And just in time. Both dealers and 
industry have accumulated large un- 
sold stocks of TV sets because sales 
fell badly during the last quarter of 
1960 and the first quarter of 1961. 
At the beginning of this year, the 
TV industry had planned voluntary 
production curbs but actually pro- 
duced an all-time high during the 
first three months of 1961. Oversup- 
ply was forcing German dealers to 
resort to unprecedented discounts to 
consumers which finally broke up the 
TV price cartel. 





Here’s Toshiba’s new 14-inch color TV set, which retails for about $555 in Tokyo. 
The picture tube, a Toshiba design, works on three-gun shadow mask principle. 











Model P1900 


Again it's BSR in EMERSON . . . Portable Stereo Hi-Fi 
Phonograph — detachable speakers, two-tone case! 





ONL 


“neople-proof” 


BSR 


is so ruggedly simple...engineered 
for trouble-free performance! 


Built-in BSR is the world’s favorite record changer because it has what dealers 
and their customers want most . . . dependability! In portables as in consoles and 
combinations, BSR stands up to continuous, satisfying use by real human beings. 
BSR meets the highest fidelity standards of all “packaged” hi-fi. . . yet is so beau- 
tifully, simply and sturdily made, under precision controls, that it remains trouble- 
free and service-free for many years longer! That’s how built-in BSR .. . the 
“550,000 play” changer . . . saves profits and friends for you! 


BSR meets the highest standards of fine “packaged” hi-fi 


s Plays at all speeds... plays all record sizes intermixed « Light, skip-free tracking, as 
low as 24% grams, protects both records and fidelity ...tone arm adjusts to all cartridge 
compliance requirements © Hum-free, rumble-free shielded motor has extra power, pre- 
cision balance, full rubber suspension = Concentrically weighted heavy turntable stops 
flutter and wow ® Completely tropicalized, humidity-proof = Detailed specifications, 
service charts and parts list on request. 
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“ 
Guaranteed by “ 


Good Housekeeping 
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“ 
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Better 
Sound a 
Reproduction SA 


. CRAFTED IN GREAT BRITAIN BY BIRMINGHAM SOUND REPRODUCERS 
8 h Distributed in U. S. by BSR (USA) LIMITED, College Point 56, L. |, N. Y 


in Canada: Musimart Ltd., 901 Bleury Street, Montreal 


Advertising the sets you sell in 





[ LIFE | LOOK |PosT | 


and other leading publications. 
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‘twin-priced’ STHREO PAIR 
ANSWERS ANY SPACE PROBLEM! 


*K 
CIN I ¥. $12 9S HACH 


LIST 



































Unbelievable Console Performance in a 
Tasteful Certified Quality Consolette Meets 
the Space Requirement in Any Room Setting. 


Here is the ideal stereo instrument for quick, easy 
profit! Now you can sell big sound performance in 
a compact (24” x 2814” x 15”) unit. A graceful touch 
of contemporary styling lends complete compati- 
bility with any room decor. Two matched 6” 
speakers, Dual-Channel Amplifier. V-M ‘Stere-O- 
Matic’® 4-Speed Automatic Record Changer with 
Automatic Manual-Play Function. Finger-tip 
Controls. Cherry or Mahogany finished Genuine 
Fine Hardwood Cabinetry. Display, demonstrate, 


profit with V-M Model 804! @ 129°9>" 
List 





V-M Complete Portable Component System 
that’s Unique, Arrangeable, Adaptable 
for Customized Stereo 
in the Home, the Patio or at Poolside. 





Arrangements are limitless with this unique musi- 
cal companion! A demonstration will close the 
sale! Detachable speakers can be placed on end 
tables or in bookcases; the changer may even be 
put out of sight! Ideal inside or outside! 4 Power- 
ful Speakers—2 in each detachable section. V-M 
‘Stere-O-Matic™® 4-Speed Automatic Record 
Changer with Automatic Manual-Play Function. 
Gray or Metallic Beige. Demonstrate it and you'll 


sell it! V-M Model 307 $ 1292>" 
List 


*Slightly Higher West 





CALL YOUR V-M DISTRIBUTOR—TODAY! 








Remember, with V-M ... 
“Reliability Is Our Responsibility” 


Certified’ Performance 4ez=-) Certified’ Fine Furniture 


V-M CORPORATION +« BENTON HARBOR, MICHIGAN « KNOWN FOR THE FINEST IN RECORD CHANGERS, PHONOGRAPHS AND TAPE RECORDERS 
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ADMIRAL 


1962 Refrigerators, 
Ranges, Freezers, 


The Admiral refrigerator line for 1962 features 
models from 9 to 15 cu. ft., highlighted by the 
Duplex which has a full size refrigerator and 
freezer side-by-side in 1 cabinet. 

Three Dual Temp refrigerators and 2 Duplex units 
are offered with no-defrost. The 1962 line is pro- 
duced in 24, 28 and 32 in. wide cabinets for use 
with standard cabinets. The 20.2 cu. ft. Duplex 
comes in a 481 in. cabinet. 

The entire line has thinwall construction with high 
density fiberglas insulation. Conventional refrig- 
erators are available in 9, 11, 12.7 and 15 cu. ft. 
models. All have full width freezer compartments 
with doors and porcelain crisper pans. 

The new 15 cu. ft. refrigerator has a 841% lb. 
freezer; 16 lb. meat drawer; twin crispers with 
29 qt. capacity. The door has separate butter and 
cheese keepers, 3 shelves, recessed egg racks for 
24 eggs; a double seal gasket forms an airtight 
seal around the door. 

Dual Temp refrigerator-freezers are offered in 12.9 
and 14.5 cu. ft. sizes; TR413 and NTR913 are 
larger than last year’s comparable models and the 
freezer capacity has been increased from 781% 
to 93 Ib. All Dual Temp combinations have 
“moist cold” fresh food section that prevents un- 
covered foods from drying out and never has to 
be defrosted; humidity is maintained at ideal 
level. In addition to Dual Temps with freezer on 
top, there are 2 models with large freezers at 
bottom. Imperial NUR915 has a 136 lb. no-defrost 
freezer section; it has glide-out shelves; remov- 
able half-shelf; twin porcelain crispers; an auto- 
matic ice cube maker that maintains from 90 to 
100 cubes in a container at all times. 

Top of line is the Duplex combination which pro- 
vides 9.9 cu. ft. freezer capacity on left side and 
10.3 cu. ft. frozen food storage on right side of 
2-door cabinet, operates from a single com 
pressor. There are 3 versions: 1 never requires 
defrosting in fresh food area; 2nd has a self 
defrosting freezer; 3rd remains completely free 
of frost and has an automatic ice cube maker. 
The freezer holds 346 lb. frozen food; has 4 door 
shelves and a juice dispenser rack that automat- 
ically dispenses juice cans. The moist-cold re- 
frigerator has 4 glide-out shelves; a full-width 
cripser, meat keeper; butter and cheese storage 
compartments; 3 tall bottle shelves and 2 trays 
that hold 36 eggs. 

Entire line comes in white, yellow, copper 
bronze, turquoise or shell pink with ice blue in- 
teriors with Pacific blue accents. 

1962 electric range line includes three 30-in. and 
three 40-in. free-standing ranges, with new full 
width backsplash panel carrying all controls at 
back. Surface units comprise three 6-in. 1250w 
and one 8-in. 2150w chrome ringed units con 
trolled by infinite Flex-O-Heat switches and dis- 
posable aluminum foil inserts to keep drip guards 
clean. A full-width storage drawer is optional 
with. the 30-in. range and standard with the 40 
in. model. Oven doors are counter-balanced, and 
can be lifted off for cleaning. FR-43, 30-in. is 
highlighted by the Supreme control panel, a sig- 
nal light for surface units, a timed appliance out- 
let and a 1500w jet speed 6-in. Flasher unit that 
vets red hot in 60 sec., an automatic interior 
oven light and full width storage drawer. 
Imperial models have a fluorescent-lighted back- 
xuard, individual surface signal lights, non-fog 
picture oven windows; “peak switch” for illumi- 
nating the oven when door is closed; provisions 
for optional rotary roaster. Surface units include 
a 6-in. jet speed element and a 2600w high speed 
S-in. unit. 

The 30-in. ranges have a 24-in. wide oven with 
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Admiral Dual Temp with ice maker 


reversible shelves allowing 8 different shelf posi- 
tions. The 40-in. models have a 21-in. oven with 
identical shelf arrangements; 4 ranges are avail- 
able in white, turquoise, yellow, pink or copper 
bronze. 

The new freezer line consists of 10 models, (5 up- 
rights and 5 chests) with thinwall construction; 
doors that open within the cabinet width. Up- 
rights come in 24, 28 and 32 in. widths. VF-410 
compact 9 cu. ft. model has 315 lb. frozen food 
capacity; 3 double grid freezing shelves formed 
by the freezing coils and a refrigerated top sur- 
face that quick-freeze foods; the “pantry door” 
has 4 deep capacity shelves. 

Uprights are available in 11.5, 13.5, 15.5 and 18.1 





Admiral slimline 30-in. range 


cu. ft. NEMA capacities; the latter two have no 
dust collecting coils on back, and can be installed 
flush to wall. Among their features are a glide- 
out shelf to simplify loading and sorting; door 
lock; glide out storage basket; double seal door 
gasket and 5 door shelves. 

Chest freezers come in 15.3, 17.5, 19.7 and 23.1 
cu. ft. Each has a separate 3 cu. ft. quick-freez- 
ing compartment; counterbalanced safety lid; 
double seal gasket; and thinwall construction. 
Except for No. HF116, the 15.3 leader, all hori- 
zontal models have door locks, removable storage 
baskets and automatic signal lights that warn 
when freezer is unplugged or not operating prop- 
erly. 
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AIR-CARE Range Hoods 
Air-Care no-duct kitchen range 
hoods are available in popular fin- 
ishes and sizes, and use a 23x11x4 
in., 7 layer, aluminum mesh filter to 
remove grease and other solid con- 
taminants from the cooking fumes; 
a thick bed of 28,000 activated char- 
coal granules remove all odors. The 
hoods are packaged with a complete 
installation kit for all types of mount- 
ing and electrical connecting. 
Mark Ill line comes in white, copper, 
silvertone or stainless steel; in sizes 
30, 36 and 42 in.; 1 speed, 150 cfm; 
and incandescent lighting. 
Mark IV comes in the same finishes 
and sizes; has 2 speeds, 150 and 200 
cfm; fluorescent lighting, and a spe- 
cial convenience outlet for use with 
other appliances. National Air-Care, 
Inc., 920 N. Michigan Ave., Chicago 
11, I. 


HOTPOINT Thin Wall 
Chest Freezer 


The first thin wall chest freezer is 
being manufactured by Hotpoint as 
part of its 1962 line. Called Wonder- 
wall 24, No. FK120C, it provides 
21% more storage capacity, yet fits 
same floor space as a conventional 20- 
cu. ft. model. It has an NEMA rat- 
ing of 23.6 cu. ft., and will hold 826 
lb. frozen food; 2 other models, Com- 
pact 14, No. FP70C, and Space Age 
20, No. FK100C, both standards, 
complete the 1962 chest line. 

There will be 4 uprights, Space 
Age 18, No. FR9OC, an 18-cu. ft. 
Wonderwall introduced in 1960, a 
14 cu. ft., FM70C; 12 cu. ft. No. 
FM60C; and No. FL50C, 10 cu. ft. 
Rollers will be standard on 9 of the 
10 refrigerators and refrigerator- 
freezer 1962 line; 8 are 2-door com- 
bos; 5 are No-Frost, including the 
Space Age 18, Wonderwall. The mod- 
els are No. CPF90C, 18 cu. ft.; Nos. 
CPF70C, CNF70C, CWF70C, CN70C. 
14 cu. ft.; CK F65C, CK65C, 13 cu. ft. 
SD60C, 12 cu. ft., and CK55C, 
SD50C. 11 ecu. ft. Hotpoint Div., 
General Electric Co., 5600 W. Ta ylor, 


Chicago LL. Tu. 











GEMARK Recorder Line 


A completely new expanded tape 
recorder line of 4 models for 1962 is 
announced by General Magnetics and 
Electronics. The 4 new units have 
deluxe styling and features. 

No. 102, monaural record-play, 4-in. 
reels, 2 speeds, 2-tone styling; 8-in. 
elliptical speaker; 5w peak output; 
1-knob operation, volume and tone 
controls; pushbutton speed change. 
No. 107 deluxe 4-track monaural with 
up to 8 hr. record-play time; 2- 
speed; 1-knob mechanism control; 
volume and tone controls; 8-in. ellip- 
tical speaker; 5w output; 100-12,000 
cps response; 2-tone modern slim- 
line styling. 

No. 407 deluxe 4-track stereo and 
monaural play; 4-stack monaural 
record; Dub-a-Track for simulta- 
neous record and play on separate 


channels; 10w peak stereo power; 2 
preamplifiers and 2 power amplifiers 
plus 8-in. elliptical speaker built-in ; 
complete with external second speak- 
er for second channel. 

No. 420, features 4-track stereo rec- 
ord and play; 4-track mono record 
and play; Gemark Dub-A-Track 
sound-with-sound plus sound-on- 
sound. 20w audio power; completely 
self-contained; 2 dual-cone speakers 
with 3.16 oz. magnets and 1 in. 
voice coils. Designed for vertical 
operation, weighs 25 Ib. 

No.S-204, matching speaker pair for 
No. 420, for extended speaker separa- 
tion; features 6x9-in. dual-cone 
speakers with 1 in. voice coils and 
10 oz. magnets, base reflex enclo- 
sures; matching leatherette covering. 
Prices from $89.95 to $249.95. Gen- 
eral Magnetics & Electronics Inc., 
134-09 36th Rd., Flushing 54, N.Y. 








Gemark No. 420 4-track stereo recorder 
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1962 CHEVROLET JOBMASTER TRUCKS ARE BUILT TO KEEP 
SAVING AND SAVING AND SAVING AND SAVING AND SAVING 
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NORGE Thermoelectric Controlled Gas Refrigerator 


A thermoelectric control used on 
a gas refrigerator for the first time 
was demonstrated recently by Norge 
during the annual convention of the 
American Gas Association in Dallas. 

In the control, a thermoelectric 
element is heated by the pilot flame 
of the refrigerator burner. This ele- 
ment generates an electric current 
which goes to a Baso automatic pilot 
valve, holding open the valve as long 
as the flame is burning. If the flame 
is extinguished, the flow of current 
ceases and valve closes without delay 
for cooling. 

Utilized in new Norge gas refrig- 
erator, No. 714-980 ‘“Never-Frost’, 
the control was developed in coopera- 
tion with Baso Div. of Penn Controls. 
Thermoelectric sensing element is 
held firmly in place by a sleeved 


screw, assuring a constant and per- 
manent location. The flow of gas is 
controlled thermostatically in re- 
sponse to demand of refrigerator 
load by means of a specially devel- 
oped, 100v Basotrol bipolar mag- 
netic valve. Sensing element of ther- 
mostat located within the refrigera- 
tor air stream opens or closes a pair 
of electrical contacts. This circuit, in 
turn, controls the valve. 

No. 714-980 is a 2-door model that 
does not require defrosting in the 
freezer. It has a freezer with a 93-lb. 
frozen food capacity. Of freon- 
foamed thin wall design, new gas 
refrigerator has magnetic doors, in- 
terior light across back and newly 
designed flowing cold air system. 
Norge Sales Corp., Merchandise Mart 
Plaza, Chicago 54. 













MORE WAYS TO MAKE 
MORE MILES (AND MONEY)! 


Matchless performers...matched to the job. That’s what you'll find under the hoods of Chevrolet 


LOOK WHAT CHEVY’S GOT FOR ’62... 


light-duty trucks for ’62. More sure-saving power plants to choose from than ever before. New assurance 
of the right power for the job—power that does just what you want it to so that operating costs stay 


at a low low. 


Standard in conventional models is the thrifty High Torque 235 Six, an engine that’s powered more 
payloads than any other. Then for heavier, harder working jobs that take more out of a truck, Chevy offers 
two great optional (extra-cost) engines for ’62: the big High Torque 261 Six, available for the first time in this 


weight class, and.the spunky High Torque 283 V8 with short-stroke design. 


Add to this engine spread the space-saving High Torque 145 Six provided in Corvair 95 models and 
you've got a broad, all-purpose lineup that allows you to match the power to your type of work and nurse 
the last penny’s worth of performance out of every operating dollar. Talk it over with your Chevrolet 
dealer soon. . . . Chevrolet Division of General Motors, Detroit 2, Michigan. 





Compact High Torque 145 Six—air-cooled “pancake” 
design (only 17” high) saves space and minimizes weight 
by eliminating water jacketing, radiator, coolant and 
water pump. Gone for good are antifreeze and cooling 
system maintenance expenses. With fuel-saving valve-in- 
head design, the 145 Six develops 80 hp and 128 ft.-lbs. 
of torque—ample for brisk performance with big loads. 


Popular High Torque 235 Six—the most widely used 
engine in the history of hauling with 235 cubic inches of 
lean-muscled efficiency. Standard in conventional models, 
the 235 Six delivers 135 hp and a load-moving 217 ft.-lbs. 
of torque. Premium-quality features such as forged steel 
valves, 


crankshaft, aluminized exhaust 


cleaner, and precision bearings add to engine durability. 








oil-bath air 








Rugged High Torque 261 Six—you get extra torque 
(235 ft.-lbs. of it) for extra tough pulls, plus proved 
6-cylinder economy —available for the first time in Chev- 
rolet light-duty trucks. Provides 150 hp and scores of rea- 
sons for efficient, cost-saving performance—forged steel 
crankshaft, high-alloy inlet valves, precision bearings, 
hard-faced exhaust valves with Rotocoils, to name just a few. 





Efficient High Torque 283 V8—made to order for runs 
that call for the extra punch of V8 power. Advanced 
short-stroke design knows how to nurse extra power and 
miles out of every drop of gas. 160 hp and 270 ft.-lbs. of 
torque get big loads moving quickly and efficiently. Top 
durability features include chrome-plated piston rings, 
Moraine 100 bearings and hydraulic valve lifters. 
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MAYTAG Adds Electronic 
Control To No-Vent Dryer 


With the addition of its electronic 
control to the No-Vent electric dryer, 
a complete range of Maytag clothes 
dryers are now available with the 
electronic controls, (gas or electric 
Halo of Heat models or No-Vent ver- 
sions as well as budget-priced or de- 
luxe models). 

Because it requires no venting to 
the outside air, the No-Vent dryer 
with electronic control, No. DE701W, 
is suitable for installation in apart- 
ments or rented homes where venting 
is costly or prohibited. It contains 
a water condensation unit that re- 
quires only a source of cold water 
and a drain to dispose of the mois- 
“ure that is removed from the clothes. 
As hot, humid, lint-laden air passes 
through the filter and condensation 
chamber, it is relieved of water 
vapor. After it is washed fresh and 
clean, the air is re-circulated past the 
heating element and through the 
dryer; moisture condensed from the 
air is pumped down the drain. No 
hot, moist air can escape, thus a 
completely sealed-in drying climate 
exists inside the drum. 

Controls include pushbuttons 
marked “regular fabrics,” for im- 
mediate wear or storage; ‘‘wash- 
wear” to relax wrinkles by raising 
the temperature; and “damp dry,” 
for immediate ironing. “Air fluff” 
and “time dry” settings are also 
available. For “air fluff” the timer 
may be set for up to 30 min. tum- 
bling without heat. “Time dry” pro- 
vides up to 50 min. heat, tumbling 
and air flow. Finish available in yel- 
low, pink, turquoise, copper or white. 
The Maytag Co., Newton, Iowa. 





SONY Taperecorder 

No. 111, complete 2-speed (334 & 
1% ips) ac monophonic tape record- 
er with hi-fi reproduction, is deco- 
rator styled in coral and white. Con- 
tains a study drive mechanism with 
dynamically balanced flywheel-cap- 
stan assembly; one knob controls all 
functions; ‘“‘pause” position auto- 
matically lock mechanism until ready 
to proceed with recording. Weighs 
9 lb. and measures 834 x 414%4 x 714 
in. Comes with microphone and 
carrying case. 

Price: $79.50 complete. Superscope, 
Inc., 8150 Vineland Ave., Sun Valley, 
Calif. 
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Standout Model 45P24 4-speed 
automatic has three 6” speak- 
ers. 12-watt power output. 
Automatic record changer— | 
11” turntable. Detachable re- | 
mote speaker enclosures have 
si seasnsacactens electro-contact hinges—need 
: not be plugged in when at- 
tached to cabinet. 18” audio 
extension cable. Morocco 
Brown luggage-style case. 















ANNOUNCING... 


The never-before styling approach 
uniquely integrates remote speaker 
enclosures in handsome, luggage- 
type cases. Fresh, “decorator” 


smartness like that is bound to catch the eye just as the rich stereo tone charms the most critical ear. 









. . - Newest Way to Make Money in STYLE. Put these 
new, high-style beauties on your shelves and stand back! 
Stereo shoppers just can’t miss them among all those 
look-alikes, sell-alikes. 





Remember, too, these standouts are competitively priced to sell right down with the pack. So it’s easy 
to see the extra profit possibilities in these most stylish of stereos. Check with your Sylvania distributor 
today to make sure you'll share in the stocks available for Christmas! 
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Standout Model 45P21 4-speed automatic 
weighs just 15 Ibs. Dual 4” speakers in 
remote sound enclosures that fold to form 
top of unit. Plays monaural and stereo 
records. 


Standout Model 45P23 4-speed automatic has 
custom component styling: Includes two 6” and 
two.4” speakers in remote enclosures that form 
top of unit for carrying. Plays ali sizes and 
speeds——monaural or gtereo. 

” 1s “Sy 4 4 


Standout Model 45P22 4-speed auto- 

matic has extension sound enclosure 
— that plays through cabinet grille when 

not used as a remote. Duai 5” speakers. 

9’ speaker extension cable. 
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Sylvania Home Electronics Corp., Batavia, N.Y 
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NOWHERE 
ELSE 


in the United States 
can you reach 


OUT OF 
l0 


newspaper readers in 
a rich, million-plus 
metropolitan area 
with one newspaper 
at one low cost. 


ONLY IN 
“nh 
ThE 


JOURNAL 


Only eight U.S. cities 
have a bigger daily pa- 





per than The Journal. 
And in none of these 
big markets can you 
get such complete one- 
paper coverage. 

When picking big 
newspaper markets re- 
member the best buy in 


buy-lines... 


THE 
MILWAUKEE 
JOURNAL 


375,950 daily — 513,647 Sunday 


Member of Million Market Newspapers, Inc. 
New York + Chicago «+ UOetroit 





Los Angeles + San Francisco 
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PEOPLE 


IN THE 
NEWS 


J. L. Strauss 
of LF&C 


Landers, Frary & Clark—Jerome L. 
Strauss has joined the company as 
vice president in charge of the gov- 
ernment products division. Previous- 
ly, he was senior vice president of 
Budd Electronics Inc. 


Whirlpool Corp.—Arthur K. Walton, 
vice president of factories, Sears, 
Roebuck and Co., has been elected 
to the board of directors. He fills the 
post of Charles H. Kellstadt, Sears’ 
board chairman, who retired from 
the Whirlpool board. 


Westinghouse—Mark J. O’Friel was 
appointed general manager of the 
portable appliance division. He moves 
up from his former position as ex- 
ecutive assistant to the vice presi- 
dent of the major appliance division. 
Richard J. Sargent who formerly 
held O’Friel’s new post, was as- 
signed to the consumer products 
group headquarters in Pittsburgh. 


Friendly Frost Inc.—William Martin, 
former owner-manager of Metro- 
politan Recording Studios, has been 
appointed manager of the company’s 


WTFM recording studios in New 
York. 
RMS Electronics Inc.—Harold Mer- 


son has been promoted from plant 
manager to vice president for man- 
ufacturing, and elected a director of 
the company. He has been associated 
with RMS for 10 years, and will now 
be in charge of production, product 
development and engineering. 
Arthur A. Fink moves up from 
sales manager to vice president for 
sales. He was also elected a director 
Prior to joining RMS, he was a 
marketing executive in television. 


National Rubber Machinery Co.—Ivan 
E. Christman has been appointed 
merchandising manager of the 
plumbing equipment division, Me- 
dina, Ohio. He brings to the com- 
pany 22 years experience in the ap- 
pliance field, serving most recently 
as divisional sales manager for 
Knapp Monarch-Nesco. 


Gill Glass and Fixture Co.—Charles 
Lehrman was chosen director of sales 
for the company, a division of Prog- 
ress Manufacturing Co. 


Syracuse Ornamental Co.—Lee J. 
Leonard has been named national 
sales manager for the Syroco and 
Crestyle divisions. Leonard has been 
with the company for more than 10 
years, including a post as Syroco’s 
chief representative in Ohio and 
Michigan. 


Motorola Consumer Products _Inc.- 
John C. O’Donnell has been appoint- 
ed national accounts manager, work- 
ing in conjunction with Motorola dis- 
tributors and regional managers. 
He was formerly a manufacturers’ 
agent for electronics products in the 
mountain-state region and consumer 
products manager for Westinghouse 
in Portland, Ore. 











For the toughest 
Kitchen Ventilating job 


THRUSTPOWER 


has the power to do it 


Here is super capacity ventilation for the toughest smoke- 
heat-grease problem in a kitchen...including indoor bar- 
becues. Powerful underhood ventilator— 44 HP motor with 
variable speed control—4 filters—enciosed lights —choice 
of elegant new pewter finish or antique copper. Hoods up 


to 96” for wall mount, pass-through, island or peninsula. 


Write for complete information. 
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DIVISION OF ROBBINS & MYERS, INC. 


7755 Paramount Place, Pico Rivera, California Dept. EMW 
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ON THESE 
SUPERIOR 


FSP 
REPLACEMENT 
BS 


And, FSP parts can help you cut costly, 
customer-irritating service call-backs 


You can use dependable FsP parts that fit right, work 
right and last long for all repairs to RCA WHIRLPOOL 
appliances . . . and get them at a price that’s com- 
petitive with other than FsP parts. Why take chances 
needlessly? Always let the dependability of precision 
manufactured FSP parts help you keep customers happy 
and protect your service profits. It just makes good 
business sense! 


Forestall Service Problems with 
Factory Specification Parts 


Factory Specification Parts for 


HOME APPLIANCES 


meet the toughest specifications in the industry 





Service Division, Whirlpool Corporation, Administrative Center, Benton Harbor, Mich. 






Use of trodemorks (4 ond RCA euthorized by trodemork owner Rodio Corporation of Americe 








You could get some big selling help 
soon if a new marketing idea catches 
on. It’s called Shopping Center Show- 
case. Here’s what it is and how it will 
work: 


The “‘Showcase”’ idea is to put a non- 
selling promotional showroom—such 
as Zenith, Phileo, Hotpoint and other 
major manufacturers have opened in 
metropolitan markets—on a national 
scale. 

The company is planning to build 
a “‘Showcase”’ building at the largest 
shopping centers in each of the coun- 
try’s 43 major markets. Fifty-five in 
all are planned, with the first one 
scheduled to open at Prince George’s 
Plaza, Hyattsville, Maryland, about 
March of next year. The aim: 


“In these exhibit buildings will be 
shown and demonstrated the newest 
products, ideas and services devel- 
oped in this country, ranging from 
food through household appliances 
and travel to boats and automobiles.” 
No selling will be done. 

The idea: To take advantage of 
shopping center traffic to give maxi- 
mum consumer exposure to products 
and services in a showroom atmos- 
phere. 


Shopping Center Showcase executives Robert A. Jenkins, center, and John D. Halleran, 
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New Marketing Idea: 


Each building will have 28 exhibit 
areas, each 8 by 8 feet. Maximum 
number an exhibitor can take in one 
Showcase building is four units per 
month. Robert Jenkins, president of 
the enterprise, says he expects the 
average exhibitor to take two spaces. 
And each exhibitor would probably 
have displays in a number of build- 
ings scattered across the country. 

The Showcases will attempt to pull 
traffic with weekly giveaways of such 
things as appliances, trips, cars and 
houses. 

A resident manager in each mar- 
ket area and a regional manager in 
each Showcase will supervise the op- 
eration. Exhibits will be changed 
monthly “to insure continuing con- 
sumer interest.” And the company 
plans to spend up to $28,000 per 
month in each Showcase for local 
promotions. 

John D. Halleran, executive vice 
president of the company, told EM 
WEEK that major appliance manufac- 
turers had shown interest in the en- 
terprise. What could this mean to 
you if an appliance maker took space? 


A chance for potential customers in 
your area to see a complete line of 
the brands you carry—but which you 
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may not have space to show com- 
pletely. “Each year,” the company 
said, “availability of display space 
has diminished in direct ratio to ex- 
panding lines, new products and serv- 
ices. Window, floor and shelf space is 
at a premium, and retailers in gen- 
eral stock and display only promo- 
tional items which provide a quick 
turnover with a minimum of sales 
effort.”’ It would be akin to a region- 
al manufacturer’s showroom. Such 
showrooms are now available only in 
the largest metropolitan markets. 


Promotional tie-ins could be planned 
by manufacturers in collaboration 
with local dealers and distributors. 
For instance, a manufacturer could 
plan a TV display and joint adver- 
tising with area dealers’to encourage 
sales at the height—or bottom—of 
the TV season. 


Prospect lists could be made up from 
consumers who stopped at the exhibit 
and registered for prizes or asked for 
information. Exhibiting manufactur- 
ers would distribute these prospect 
lists to local dealers. But there will be 
no direct referral to local dealers, said 
Halleran, since this is a plan to de- 
velop whole market areas. People will 






















































































right, look at a model Showcase. 
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go back to their own areas to shop 
(or shop in the shopping centers). 


High-end merchandise sales could be 
encouraged in your area if manufac- 
turers featured those products in an 
exhibit. One advantage of the Show- 
case, said Jenkins, was the oppor- 
tunity to get away from pure price 
selling. 


Avoiding seasonal dumps is a possi- 
bility, according to Jenkins. Since 
manufacturers can pick the area to 
exhibit in, they could promote items 
in what is normally a slack season. 


What could this mean for the large 


How To Show More Products To More People 


manufacturer? First, a chance to re- 
search a new product in a short time 
—perhaps as short as a month if a 
company selected good test areas to 
showcase a new product, said Jenkins. 

And new product lines could be 
shown directly to consumers in. less 
time than is now possible, he said. 


Small manufacturers could benefit by 
expanding market-by-market, picking 
given areas to showcase their wares. 


There are some problems showcase 
will have to solve. Expense is the 
biggest one. Since each unit measures 
8 by 8 feety.an appliance manufac- 
turer, for instance, would probably 


need the maximum allowable units 
per building (four) to show a com- 
plete line. The $2,200 per unit price 
gives him a bill of $8,800 for one 
month in .one location. And there 
‘would be other expenses. Someone 
would have to staff the exhibit. (Hal- 
leran suggested someone from a 
manufacturer’s local distributor or- 
ganization. ) 

Showcase will provide trained per- 
sonnel to help plan exhibits, design 
displays and display materials. They 
will also assume responsibility for 
scheduling and routing of displays 
and arrange for storage facilities. 
But the exhibitor will have to pay 
for these services. 








Who says 


there’s no volume market 
for quality stereo? 


CERTAINLY NOT "GRUNDIG-MAJESTIC DEALERS. 
FOR THE 8TH CONSECUTIVE YEAR, THEY'RE SELLING MORE 
GRUNDIG-MAJESTIC UNITS THAN ALL OTHER EUROPEAN BRANDS COMBINED! 


Maybe the question had merit back in 1954. But eight 
years and some 2500 dealerships later, Grundig- 
Majestic sales records can debunk that “‘no volume 
market” theory. Americans caught on fast when 
they were first offered the choice of a visible, and in 
this case, audible difference. It wasn’t accomplished 


by riding others’ coattails. 


We gave our dealers a lot to talk about: a com- 
plete line of consoles and table models produced by 
a highly skilled technology proud of its workman- 
ship. There are no short-cuts in the Grundig process. 
The results: all hand-wired chassis. Simplified cir- 
cuitry that gives years of service but requires little. 
Full pushbutton operation. Compensated volume 
control. High-gain FM circuits that pull in far-off 





Consoles featuring Stereo FM. 


choice of gloss or satin finish. 


IMPORTED 
wes anal 





Choose from a dozen new Stereo-Sixties 
(Shown: 
Model SO-290.) With FM-AM-SW radio, 
precision 4-speed stereo phono, reverbera- 
tion, Multisonic Tone Controls. in hand- 
finished Black Forest walnut cabinets, 


signals using just a built-in antenna. Conservatively 
rated components. High-efficiency speaker systems 
that have boomed the fame of Grundig sound in 
131 nations around the world. 

And customers ask too, how did the cabinetry 
get that way? Again, no short-cuts. Grundig-Majestic 


units are given from 8 to 18 coats of high-grade 


Stereo-Sixties Table 
Models featuring Stereo 
FM. (Shown; Model 4192.) 
Allow playback of stereo 
records or tapes through 
their speaker systems. 
Also a complete line of 
monaural table models. 
FM-AM-SW, tone con- 
trols, Black Forest walnut 
cabinets. 








New TK-1 
fully-portable all-tran- 
sistor tape recorder plus 
a complete line of ali- 
new stereo and monaural 
recorders, half and 
quarter track. 


finish, each hand-rubbed to lustre after application. 
It’s a philosophy of Old World craftsmanship that 
mass production can’t budge. 

Our dealers don’t lack for promotional support 
either. Year after year, Grundig-Majestic is backed 
by the largest, continuous advertising program of 
any import brand. Volume market? You bet there 

. when you sell Grundig-Majestic! 


oRunbI67 Mayes 


new showcase collection 








New “Transworld Jr.” 
FM- AM-SW portable 
radio, one of a complete 
line of unique, all-transis- 
tor models. 












"Attache" 


New “Roadmaster” 4- 
band portable/car radio. 
FM-AM-SW and Marine 
Band. With car-mount- 
ing kit for under-dash 
installation. 





INTERNATIONAL SALES 


Muyesiic of THE WILCOX-GAY CORPORATION 


743 N. LaSalle St., Chicago 10, Iilinois « 75 Sedgwick St., 


Brooklyn 31, New York 
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Some Dealers As Seen By .. . 


POX 


... The Distributor 
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... |The Manufacturer 
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It's $0 easy 
to deliver appliances 
with an 


EASLOAD 


Safely handles an 
800 Ib. load 














| Cut delivery costs with 
‘\, Easload. The only truck 
that takes the weight 
off the man and 
balances it on large 
retractable wheels 
where it belongs. 


¢ Tubular slide runners 

« Protective rubber 
pads 

\ Positive ratchet- 

type cincher 

Large ball 

bearing wheels 

\ cushioned on 

Db, 10x 2.75 tires 


Order Easload today — on MONEY BACK GUARANTEE 
of satisfaction (FOB L. A.)...only $57.50 
Colson Equipment & Supply Co. 

1317 Willow Street, Los Angeles 13, California 


EASLOAD appuance trucks 
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CASWELL SPEARE pustisHEerR 


DALE R. BAUER ADVERTISING SALES 
MANAGER 


Philip G. Weatherby, General Manager, 


Home Goods Data Book; Robert P. 


Green, Promotion Manager; Henry J. 
Carey, Director of Market Research; 
Peter Hughes, Production Manager; 
Marie Restaino, Production Assistant. 


DISTRICT MANAGERS: 

NEW YORK: Philip G. Weatherby, San- 
ford Wiedenmayer, 500 Fifth Avenue, 
N.Y. 36, N.Y., OX. 5-5959. 


PHILADELPHIA: H. Sherman Davis, 6 
Penn Plaza, Philadelphia 3, Pa., LO. 
8-4300. 


ATLANTA: Raymond K. Burnet, 1375 
Peachtree St., N.E., Atlanta 9, Ga., 
(Atlanta) 875-0523. 


CHICAGO: Edward J. Brennan, Bruce 
Tepaske, 645 N. Michigan Ave., Chi- 
cago 11, IIl., MO. 4-5800. 


DALLAS: John Grant, 901 Vaughn 
Bidg., Dallas 1, Tex., RI. 7-5117. 


DETROIT: Robert J. Scannell, 856 
Penobscot Bldg., Detroit 26, Michi- 
gan, WO. 2-1793. 


HOUSTON: Joe Page, W-724 Pru- 
dential Bldg., Houston 25, Tex., JA. 
6-1281. 


LOS ANGELES: Noel Humphrey, 1125 
West Sixth, Los Angeles 17, Cal., HU. 
2-5450. 


SAN FRANCISCO: Thomas H. Car- 
mody, 255 California St., San Fran- 
cisco 11, Calif., DO. 2-4600. 


PORTLAND: Scott Hubbard, Pacific 
Bidg.. Yamhill St., Portland 4, Ore., 
CA. 3-5118. 
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ISsaip... 


EM WEEK welcomes expressions of 
opinion from its readers for publication, 
subject, of course, to final editing and 
approval by editors. 





Editor, EM WEEK: 

I would like to call your attention 
to the error in our product name list- 
ing which appeared in the ‘Phono 
Specifications for 1962” section of 
the Sept. 25 issue of EM WEEK. 

On page 24 of this insert, under 
specifications for 1962 phonos—port- 
ables, the top listing of this page is 
shown under the DuMont brand 


name. This is not correct as the Du- 
Mont line does not contain any porta- 
ble phonographs. Moreover, the mod- 
el numbers, specs, etc., apply to the 
Emerson line and the listing should 
have been headed Emerson instead of 
DuMont. 


L. H. Liberman 

Director of Public Relations 
Emerson Radio Inc. 

Jersey City, N.J. 


Editor, EM WEEK: 

It is always a gratifying experi- 
ence to see new innovations imitated; 
however, it is rather unflattering 
when the imitator is publicized as the 
originator. 

The new Thermador Masterpiece 
Bilt-in Ovens, which were announced 
to the trade in July of this year (and 





which you graciously devoted much 
editorial copy to), featured remova- 
ble doors, which are shipped sepa- 
vately to alleviate distributor and 
dealer inventory problems. Two of 
your recent issues have publicized the 
Enterprise Range, Phiilips & But- 
torff Corp., as inventing this “new 
merchandising concept.” 

We congratulate Phillips & But- 
torff on their foresight in so quickly 
following our lead. We do think, how- 
ever, that credit should be given 
where credit is due for originating 
this new aid to the distributor and 
dealer. 


Richard F. Gamble 

Manager, 

Advertising and Sales Promotion 
Thermador Electrical 
Manufacturing Co. 

Los Angeles, Calif. 
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Stereo! 


one speaker in lid, 
the other 
in base. 


Only new BEtt-O- Matic has everything needed for stereo recording, playback. 


TAPE IT EASY 
with new BELL-O-MATIC stereo tape cartridge recorder 





Sell it easy. To sell, just demonstrate. To demon- 
strate, just set a cartridge in place, push a button. 
That’s how easy it is to record. The utter sim- 
plicity of the new BELL-O-Martic appeals to 
everyone . . . for home recording, for copying 
stereo records, broadcasts, other stereo tapes. 
A natural “second set’’ for stereo owners. Also 
can play through existing stereo and hi-fi systems. 
Cartridges by Bel Canto, Scotch Brand, Audio- 
tape, RCA available everywhere. Bel Canto and 
RCA also offer pre-recorded cartridges. 

Sell it with confidence. Tape mechanism, car- 
tridges proved in over a year’s use in over 5,000 
commercial installations, schools, etc. So we’ve 


extended our parts warranty to a full 180 days! 


Lightweight, completely self-contained. The 
brushed-aluminum case contains stereo amplifier, 
one speaker. Plastic lid has second speaker, two 
microphones. Yet the BELL-O-Matic is smaller 
than a woman’s vanity case, weighs only 18 lbs. 
Two speeds; records up to 2 hours stereo, 4 hours 
monaural. Complete stereo unit retails for only 
$199.95. Monaural, $149.95. 


Strong promotion, including local, including 
you. Write today for full details. Bell Sound 
Division, Thompson Ramo Wooldridge Inc., 6325 
Huntley Rd., Columbus 24, Ohio. 


BELL'O' MATIC 


TRW& TAPE CARTRIDGE RECORDER 
iim Thompson Ramo Wooldridge Inc. 











Revolution in Refrigeration ! 
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PHILCO 12RS23XK—Aztec Copper with Yellow Interior 


The day is gone forever when refrigerator buyers must 
settle for a 6, 7, or 8 foot refrigerator in order to fit in mini- 
mum kitchen space. Now in that same space you can fit 
the new 11.6 cu. ft. Philco Golden Compact. Its compact 
cabinet . . . only 57%.” high x 2514” wide x 28” deep... is 
no bigger than an ‘‘8”, yet inside it gives 40% more food 
storage space than an ‘‘8’’. More space for everything with 
full-width 50-lb. freezer . . . extra-deep chiller-meat locker 

. 17.4 sq. ft. shelf area... % bu. crisper .. . Butter and 
Cheese Keepers. It’s the world’s roomiest space-saver re- 
frigerator . . . and the most profitable for you! 









PHILCO’S ON THE MOVE! 


WITH 


PHILCO INVADES 
INNER SPACE! 

















Deluxe 11.6 cu. ft. 
fits in the space of old 
6's, 7’s and 8's 


NEW 1962 


GOLDEN 
OMPACT 


40% Bonus in capacity 
42% more shelf area 





Revolutionary new Philco 


Thinsula tion 


introduces he = 


WALLS THE |; 
SIEOFA | << 
HALF DOLLAR! 2 


TRY IT! 














World’s Thinnest, Strongest, Best Insulation 


« Interior won't chip, rust or dent « Locks cold in with freon foam 
* Highest strength to weight ratio . . . 50 Ibs. less than 12 ft. 
refrigerators « Normal handling damage reduced because of 
durability, rigidity and tensile strength 

















NEW DUALEVEL SLIDING SHELVES NEW POR-CE-LAST INTERIOR 


Just turning shelf over provides as much as 3” Glassy-smooth. Can’t rust. Entire interior is 

more height between shelves. Sliding design moulded in one piece without joints or cracks 

makes foods more accessible. to harbor food particles, and no tight corners 
to clean. 


FHILCO 


Ee Hermon for Quality the World Over 
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NEW 1962 PHILCO MODELS 
LOADED WITH FEATURES, VALUE 
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PHILCO 15RM24 Supermarketer—14.4 cu. ft. net total 
capacity. Stores 186 Ibs. of frozen foods. Portable Ice 
Keeper. 20 sq. ft. shelf area. Porcelain Crisper. Deluxe 
Dairy Bar door storage. Butter Keeper. Cheese Keeper. 
Milk Shelf. Recessible flush-fit cabinet. 




















PHILCO 13RD27 NO FROST 2-DOOR—12.6 cu. ft. net. 
No frost anywhere. Huge 105 Ib. Zero Zone freezer. 
18 sq. ft. shelf area. 34 bushel Porcelain Crisper. 
Deluxe Dairy Bar. Butter and Cheese Keepers. Shelves 
for 2 doz. eggs. Recessible flush-fit cabinet. 
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PHILCO 13RS22 Deluxe Refrigerator—12.5 cu. ft. net 
capacity. Full width 53 Ib. Freezer. Door Storage. Deep 
Chiller-Meat Locker. 15.4 sq. ft. shelf area. %4 bu. 
Porcelain Crisper. 9-pos. Cold Control. Recessible flush 
fit cabinet. 


New Low-Priced 
Supermarketer! 


New NO FROST 2-Door! 


New Larger 
N.E.M.A. Net Capacities! 


New Interior Styling! 


Available Now—immediate 
delivery—for late Fall 
and Christmas Sales! 


See them on Display at 
your Philco Distributor 






































PHILCO 13RD21 AUTOMATIC 2-DOOR—12.7 cu. ft. net. 
Huge Zero Zone freezer stores 101 Ibs. Sliding shelf. 
Porcelain Crisper. 18 sq. ft. sheif area. Deluxe Dairy 
Bar with Butter and Cheese Keepers. 9-position Cold 
Control. Flush-Fit recessible cabinet. 
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PHILCO. 9RS23 Deluxe Refrigerator — 8.6 cu. ft. net 
capacity. Full-width 32 Ib. Freezer. Full-width Chiller- 
Meat Locker. Full-width Porcelain Crisper. 12 sq. ft. 
shelf area. Dairy Bar. Butter Keeper. Cheese Keeper. 
Recessible flush-fit cabinet. 




















PHILCO 14RD26 NO FROST 2-DOOR—14.1 cu. ft. net 
capacity. No Frost anywhere in either freezer or refrig- 
erator. Zero Zone freezer holds 127 Ibs. Porcelain 
Crisper. Deluxe Dairy Bar with Butter and Cheese 
Keepers. 20.2 sq. ft. shelf area. Recessible cabinet. 





























PHILCO 11RS25 Deluxe Refrigerator—10.6 cu. ft. net 
capacity. Big 63 Ib. Freezer. Full-width 34 bu. Porcelain 
Crisper. Adjustable shelves. 14.8 sq. ft. shelf area. 
Dairy Bar with Butter and Cheese Keepers. Recessible 
flush-fit cabinet. 
































PHILCO 9RS22 New for 1962! 8.6 cu. ft. net capacity 
Full-width 32 Ib. Freezer. Full-width Chiller-Meat Locker 
12 sq. ft. shelf area. 9-Point Cold Control with “defrost” 
setting. Door storage. Bright Chrome door handle. 
Recessible flush-fit cabinet. 











“Trend-spotting” is a pastime 
indulged in by not only economists 
and editors, pollsters and politicians, 
but by the majority of businessmen. 
They not only want to know how 
they are doing today, but where 
they are heading tomorrow and in 
the years to come. 

We got to thinking about these 
things the other day while lunching 
with a friend whose experience in 


12 Trends 
To Watch 


By LAURENCE WRAY, Editor 


this business spans more than a 
quarter of a century. And the ques- 
tion we debated was simply this: 


“What are the major factors influenc- 
ing our industry at present and most 
likely to influence it in the near fu- 
ture?”’ We came up with a number of 
answers, by no means complete, per- 
haps, but embracing three broad 
areas: Trends in distribution within 


the industry; the effect of govern- 
mental decrees on the industry and 
the attitude and behavior of the con- 
sumer towards the goods and serv- 
ices provided by the industry. At 
any rate, here are some of the fac- 
tors we felt would have the most far- 
reaching influence in coming days. 

1. The trend toward bigness in 
retailing as evidenced by the mush- 
rooming growth of discount chains; 
the entry of variety chains into the 
business; the increase in the num- 
ber and size of “closed-door” dis- 
count houses and the breakdown of 
conventional retailing of all types of 
consumer goods into giant “one-stop” 
shopping operations. 

2. The probable growth of private 
label merchandising as a corollary 
to the increasing size of retail chains 

—~already the case in many national 


chains. 





BVONCINIOK 


athedral 


elec 


A major accomplishment 


pbeWbebel-Mepuce-bempeenlt-3 Ce 


tronic reed organ 


$3399° 





and like all Magnus Organs—you can 
play it in minutes...without a lesson! 


Your customers cannot hear the difference between the Magnus Cathedral 


and organs priced almost four times higher. The Cathedral utilizes reeds—a 


must for tonal purity. The Cathedral makes use of electronics to create a 


great 


variety of orchestral effects! The Cathedral incorporates an exclusive 
COUNTER-BASS TONE CHAMBER to create the tremendous deep-throated 
volume and bass of the true church organ! Its simplicity makes it practically 


service-free—the smallest dealer can safely sell it! And, at $339.95, you tap a 


new market of enormous sales potential. 


A FULL LINE OF MAGNUS ORGA 
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MAGNUS 


ORGAN CORPORATION 
100 Naylon Ave. * Livingston, N. J. 


NS—PRICED TO FIT EVERY BUDGET. SEND FOR THE FOLDER. 





3. A growing trend to factory- 
operated distributing branches as 
the big discount chains serve increas- 
ingly wider areas of distribution, in- 
stead of single cities or trading 
areas. Chains like to deal direct, 
rather than with many distributors. 

4. An increasing trend toward 
factory-operated centralized service 
in light of the fact that many dis- 
count operations make no provision 
for this important function. 

All these probable trends concern 
problems of distribution. 


In the area of governmental decrees, 
we have to take into consideration the 
following: 

1. The probable trend toward 
more governmental intervention in 
the area of pricing, advertising, fi- 
nancing, minimum wages, taxes and 
labor relations. 

2. <A definite trend toward the 
virtual elimination of manufactur- 
ers’ suggested list prices at both the 
national and local levels. 

3. The possibility of governmental 
action dealing with the increasing 
flow of imports to the U. S. 

4. The influence of the govern- 
ment, through the FCC and Con- 
gress, to force the use of ultra high 
frequency (UHF) channels in TV 
broadcasting (see p13). 


In the matter of consumer attitudes 
and behavior, we are forced to recog- 
nize the following trends: 

1. On the plus side: The growth 
in the population or actual number 
of consumers; the growth in per- 
sonal disposable income; the growth 
in new housing starts, and, the ex- 
pansion of consumer savings. 

2. On the minus side, we have 
to note a distinct trend on the part 
of the consumer toward spending 
less for durable goods than for serv- 
ices. Travel, education, recreation, 
medical care, and other services are 
taking more of the dollar. 

3. Also on the minus side, we are 
forced to note the consumers’ grow- 
ing fear and uneasiness concerning 
the international situation, a grow- 
ing apprehension of the possibilities 
of war. Major discretionary purchas- 
es seems to be deferred when con- 
fidence in the future is questioned. 


One other major trend we agreed upon 
concerned the introduction of new, 
or greatly improved products in the 
years ahead. The advancement of 
the electronic, or thermo-electric 
arts, for instance, would bring a 
host of new product developments. 

Those are the high spots of our 
little “‘trend-spotting’ confab. Per- 
haps some of our more astute read 
ers could add some trends of their 
own we may have overlooked. If so, 
we would be happy to hear from 
them. Obviously, in the space of a 
lunch-time conversation it is hardly 
possible to probe all the sensitive 
areas of an industry such as ours. 
You can’t get into such trade prac- 
tice problems as sales training and 
compensation, advertising allowan 
ces, the role of promotion in the 
market of the future, the disposition 
of traded-in merchandise or the use 
of motivational research into con- 
sumer behavior. 

You can’t explore the impressive 
potentialities of color television, the 
merits or demerits of the combo over 
individual washers and dryers or the 
probable future of the electric can 
opener. But in the broader areas, 
you can begin to glimpse possible 
paths we may be traveling in the 
days ahead. 
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em weex's PICTURES IN THE NEWS 














Hoffman Demonstrates How To Ride 


Small Utility Rake-Off 
At Pillsbury Bake-Off 


The giant meter shows that it cost only $6.72 
to use 100 G-E ranges for a full day during the 
Pillsbury National Bake-Off. Southern California 
Edison vice president T. M. McDaniel, Jr., points 
out nominal cost to Patrick A. Tilley, seated, 
general manager of G-E’s range department, who 
writes check to the utility for electric bill. 





Santa Claus (one at right, only) 
Will Go To Admiral Dealers’ Customers 


Santa Claus will become a more familiar sight 
than ever this Christmas. You can thank Admiral 
Corp. for this abundance of Clauses. The com- 
pany is offering to purchasers of its appliances, 
TV receivers and stereo phonographs life-size 
illuminated St. Nicks for $5.95, during the holi- 
day season. 


In Era Of Sunny Electronic Sales 


During annual shareholder meeting of Hoffman 
Electronics Corp. on campus of USC at Los An- 
geles, H. Leslie Hoffman, company president, 
posed astride his experimental golf cart, which 
is powered by a battery charged by panel of solar 
cells. He predicted record 1961 sales for Hoffman 
radios, including solar-cell models. 














SE LL YOUR SURPLUS . . . USED OR 
REBUILT MERCHANDISE 
LOC A i a HARD TO FIND ITEMS 
NEED A SALESMAN, SALES MANAGER, 
A BUYER FOR YOUR BUSINESS? 


.. . In fact for any business, sales or employment 
opportunities use the CLASSIFIED columns of 


ELECTRICAL MERCHANDISING WEEK. 


This section offers a quick effective solution to your 
problems, because its more than 40,600 PAID read- 
ership is confined to just the Retail and Wholesale 
outlets of all types selling major appliances, radio 
and television sets, electric and non-electric house- 
wares and related equipment; manufacturers’ agents 
and manufacturers. Waste circulation is avoided. 


USE THIS CONVENIENT ORDER BLANK TO PLACE YOUR AD 


Rates: $3.00 per line, minimum 3 lines. Figure 5 average words 
per line, box number counts as one line—replies reforwarded nightly 
without charge. 10% discount for four or more insertions. Payment 
with order. Position Wanted rates $1.50 per line. First line is bold face, 
remainder run-in in one paragraph. 


DISPLAYED AD RATES ON REQUEST 


TO: CLASSIFIED ADVERTISING DIV. 
ELECTRICAL MERCHANDISING WEEK 
P.O. BOX 12, NEW YORK 36, NEW YORK 


Please advertise the following in the next - _ issue(s). 


Your name (Please Print) 


Address 
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VALUE-PACKED 
STEREO SPECIAL 








MODEL SR 122 





TELE CT TRO 
by Emerson Radio (& 


COMPLETE SELF-CONTAINED STEREO PACKAGE -ONLY *159°°' 


Here’s the one that breaks the stereo mass market wide open! Telectro’s high-profit 
Model SR122 has all the looks, all the extra deluxe features you’d expect to find in the 
highest-priced tape recorders, yet this value-packed beauty is tagged at only $159.95. 
Plays two and four-track stereo tapes through its own self-contained dual amplifier and 
twin speaker systems. Also records and plays back two-speed, four-track monaural! with 
up to eight hours playing time per reel! All this and Simul-Track® too, for simultaneous 
recording on one channel while playing the other! Telectro’s stereo-special SR122 is 
something very special for that ready and waiting market that wants built-in quality 
stereo at a moderate price. 


*+SUGGESTED LIST. SLIGHTLY HIGHER IN SOME AREAS 


® 
w eee a ED ries evcing rave Recorder Speci 


Division of Zamerson Radio. Sen FIFTH AVENUE * NEW YORK 19, N.Y 
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‘46 This is 3-way washing action. 


1. POWER SHOWER 


2. POWER TOWER 
SPRAYS IT up 
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3. POWER ARM 
SPRAYS IT 
ALL AROUND | 
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4 isnew. Tt is General Electric’s — exclusively. It has 
built-in sales appeal. Because it gets dishes and 
glassware sparkling clean without hand-rinsing or 
scraping. In fact, the whole big GE dishwasher line, 
new for 62, is loaded with sales appeal 4 ,,2/ma.er, b 
It has more exclusive features, bigger capacities, 

a wider price range. | It is ready now for the big Christmas selling season. } 
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PORTABLE MOBILE MAID’ 














MODEL SP-402—Top portable, 3- MODEL SP-50W—Exclusive Power MODEL SP-202—Exclusive 2-way MODEL SP-102—Lowest price ever 
way washing action, Flushaway Drain. Shower, Flushaway Drain . . . 3- dishwashing action . . . Exclusive for a General Electric dishwasher. 
New Lift-Top rack for easy loading. cycle pushbutton control. Power Shower and Flushaway Drain. Advertised at about $149.95. 
*washes, dries place settings for 15 *washes, dries place settings for 12 *washes, dries place settings for 12 *washes, dries place settings for 12 
people. people. people. people. 







UNDERCOUNTER &— 


All three have drop doors. 























*NEMA Standards. General Elec- MODEL SD-402—3-way washing MODEL SD-302—Exclusive 3-way MODEL SD-202—Exclusive 2-way 

tric holds more place settings than action, 3-cycle pushbutton control, washing action. washing action. 

any other dishwasher. Sparkling Rinse Dispenser. *washes, dries place settings for 15 *washes, dries place settings for 14 
*washes, dries place settings for 16 people. people. 


ople. 


It is backed by the biggest promotion program in 


Progress /s Our Most Important Product 


dishwasher history! GENERAL ELECTRIC 
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Are you familiar with this wealth of practical sales ma- 
terial written especially for you by experts? If you are inter- 
ested in improving your profit picture, use these aids 
which have been already tried, tested and proven by numer- 
ous Appliance-Radio-T V-Housewares dealers. 


PRODUCT SOURCE INFORMATION 


New easy-to-use, easy-to-find product source information. Be sure you 
have this valuable information at your fingertips...no need to search 
through an endless variety of catalogs. 


This up-to-date MANUFACTURERS DIRECTORY and GUIDE TO SUC- 
CESSFUL RETAIL OPERATIONS is divided into six separate sections 
for your convenience. 


NOTE: PRODUCTS, AND MANUFACTURERS UNDER EACH PROD- 
UCT, ARE ALPHABETICALLY ARRANGED. PRODUCTS 
ARE CODED BY NUMBER-— YOU CAN IDENTIFY SPECIFIC 
PRODUCT FEATURES AT A GLANCE. 

Section 1— MAJOR APPLIANCES, KITCHENS, OUTDOOR POWER 
EQUIPMENT. Includes all major appliances and combination units’ 
such as sink-refrigerators, range-refrigerators, etc. Cabinets, mate- 
rials and accessory manufacturers, kitchen planning kits or mate- 
rials; also, chain saws (other portable power saws and tools listed 
under Section 3) ; detachable powered handles, for both outdoor and 
indoor use, are listed in this section. 

Section 2— HOME ELECTRONICS. Includes organs, phonographs (Hi-Fi, 
stereo, monaural), radios, tape recorders, television sets. Products 
divided into basic types to provide most complete information pos- 
sible. Components and accessories manufacturers also listed. 

Section 3— ELECTRIC HOUSEWARES, FLOOR CARE EQUIPMENT, 
POWER TOOLS. Products are divided into basic types; also lists 
humidifiers (dehumidifiers and evaporative coolers are in Section 1 — 
under Major Appliances). All Floor Care products are listed; types 
separately. Portable power tools only included in this section —non- 
powered hand tools and stationary tools not included. 

Section 4— LAWN and GARDEN EQUIPMENT, NON-ELECTRIC 
HOUSEWARES. Includes non-powered lawn care equipment and 
outdoor furniture. Also, all non-electric housewares and barbecue 
grills including those with electric spits and/or blowers and built-in 
grills. 

Section 5— TRADE NAME DIRECTORY, AND MANUFACTURERS 
INDEX. Lists most of the trade names you either sell or come in 
contact with. Includes more than 2,000 certified correct addresses 
for manufacturers of Appliances-Radio-T V-Housewares. 

Section 6 — RETAIL OPERATIONS —A GUIDE TO SUCCESSFUL 
SELLING. Concise, factual, to-the-point practical tips on sales, 
profits, management, and advertising; plus, many more subjects of 
vital importance to you. 


HOW TO SELL BOOKLETS 


Thousands are being used right now by dealers all over the country with 
spectacular results. Ideal for checking your promotion and selling pro- 
grams against the newest proven and resultful methods. Jam packed with 
ideas to move merchandise. Everyone in your sales organization should 
be thoroughly familiar with these booklets. 


These selling ideas are reprinted from various issues of ELECTRICAL 
MERCHANDISING WEEK and are available for specific products: 
e HOW TO SELL COLOR, BLACK AND WHITE TV 
Most comprehensive brochure of its kind ever published. Make 
your store THE color TV headquarters. This 24 page booklet shows 
you how to do it. 
e HOW TO SELL RADIO 
Guaranteed to stimulate your radio sales. 


_ ELECTRICAL 


/SALES AIDS 
/ FOR 
/ BIGGER PROFITS 





e HOW TO SELL PORTABLE ELECTRIC HEATERS 
Spark bigger profits by building year-round volume. 

e HOW TO SELL ROOM AIR CONDITIONERS 
Who are your best prospects ? How to beat the seasonal factor. The 
health angle—tips galore. 

e HOW TO SELL THE NEW GAS AND ELECTRIC RANGES 
A guide to the new product and merchandising concepts which will 
spectacularly revitalize your range volume and profits. 

e HOW TO SELL MORE WASHERS, DRYERS, COMBOS 
Twenty-four pages guaranteed to give you fresh selling approaches. 


PRODUCT SPECIFICATION SHEETS 


A revolutionary publishing first providing you, the dealer, with the com- 
plete, factual product information you need to both buy and sell. Know 
all the details on all lines and all models. 
Now available for the following products: 
e ROOM AIR CONDITIONERS (1961) 
PORTABLE ELECTRIC HEATERS (1961-62) 
RADIOS (1962) 
TELEVISION (1962) 
REFRIGERATORS, FREEZERS, COMPACTS (1961) 
DISH WASHERS, DISPOSERS (1961) 
GAS AND ELECTRIC RANGES (1961) 
REFRIGERATOR FREEZER COMBINATIONS (1961) 
PHONOS 
AUTOMATIC HOME LAUNDRY 


----------------------- 


Fill out this coupon and mail to: Reprint Editor 
EM WEEK 
330 W. 42nd St., N. Y. 36, N. Y. 


| enclose $. 
on bulk orders. 


b Please indicate quantity 
PRODUCT SOURCE INFORMATION 
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Title or Duties 





Company___ 





Address. 


Street 


“Zone State _ 


COMPLETE 1961 


POWER 
MAY LJ, 


Pe A OS 


and understand that | will be billed for shipping charges 


Price per single copy 
for following quantities 


7 1to99 100to 500 
Sec. 1 Major Appliances, Kitchens, Outdoor Equip... $.50 $.35 
| Sec. 2 Home Electronics....................... 50 35 
Sec. 3 Elec. Housewares, FloorCareEquip.PowerTools .50 35 
| Sec. 4 Lawn & Garden Equip., Non-Elec. Housewares’ .50 Be 
| Sec. 5 Trade Name Directory, Manufacturers Index .50 a6 
a oe eee uO 
| All Sections Combined.............. . 220 2.00 
| HOW TO SELL BOOKLETS 
Re TU I ENS 5 os Pd wie wa es oo be 2s Zo 55 
| re. ame by ae a 35 
| Portable Electric Heaters............... fe ae ao 
PROENETN., PANN; SIOMONOID, 0g ce sc ca eie wea ass ce Bb) 
| Gas & Electric Ranges........................ 50 .35 
er ae” a a ry: och 
| PRODUCT SPECIFICATION SHEETS 
i Room Air’ Conditioners.......... POR tera Male. tc. Cen 35 
oe Portable Elec. Heaters............. Br £0 
| NE er eT Be en eax 50 35 
| Television ia it, Sen bly ee ee ee Se ee eae aoe 1.00 
Refrigerators, Freezers, Compacts. . 1.00 4. 
| Dish Washers, Disposers. 1.00 75 
Gas & Elec. Ranges.... Petree & Sind cia alee aoe 4 eee i120 
| Refrigerator-Freezer Combos ................. .50 35 
| PN TS ae nila civ io corpse 68 bas 1.25 1.00 
Automatic Home Laundry... 1.00 i) 
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WESTINGHOUSE 


CONTINUED FROM P5 


ing a pickup truck in the warehouse. 
He picks up the refrigerator and 
delivers it to either a rail car or to a 
truck heading in the appropriate 
direction. 


Future plans for the system, which be- 
gan last April to handle all majors, 
call for distribution of TV, FM 
stereo, radios and portable electrics 
through this method. 

The new system has also reduced 
to within 48 hours the delivery of 
parts ordered from the Newark, Ohio, 
factory by distributors and dealers. 

Some 600 radio-dispatched service 
trucks now answer most customer 
service calls within 24 hours and the 
new method of loading trucks enables 
servicemen to complete 85% of serv- 
ice calls in one stop. “The latter is 
significant,”’ said W. B. Creech, man- 
ager-product service, “because it cuts 
down on the cost of service and com- 
pletes service valls quickly.” 

Trucks are now operating in 45 
cities with 29 cities utilizing radio- 
dispatched trucks. Eventually, all 
Westinghouse’ distributorships will 
be equipped with radio-dispatched 
trucks. 

In most major cities, Westinghouse 
operates its own appliance service 
through its wholesale or distributing 
organization. In addition to the truck- 
loading information for these or- 
ganizations, Westinghouse has de- 
veloped recommended parts-loading 
information for its more than 5,000 
servicing retailers and independent 
service companies. 

When a serviceman completes a 
call, he radios his base and lists any 
parts he used from his truck stock to 
make repairs. His truck stock is re- 
plenished the same evening when a 
service stock man visits his home. 
This leaves him free to cont‘nue his 
service calls the following morning 
without losing time to replace parts 
he has used. 

In some 70 major stocking points 
Westinghouse distributors carry large 
inventories of parts to repair any of 
the more than 40 million Westing- 
house major appliances in use. This 
stock includes any item for which 
there may be as few as three calls 
during any 60-day period. Beyond 
this, other parts that might be re- 
quired are order from the auto- 
mated Westinghouse parts center at 





HERE’S HOW: 

Distributor orders for service 
parts are transmitted, received 
and processed the same day. 


1 Distributor transmits dealer order over 
Westinghouse closed-circuit teletype. 


2 Order is received at Newark, Ohio, the 
same afternoon. 


3 Punched tape is converted to IBM card. 


4 IBM card is processed by RAMAC 
“electronic brain’’ which examines every 
detail for accuracy (name of part, style 
number, location, quantity ordered, in 
ventory) then automatically assigns cor- 
rect warehouse location to order. 


5 Order is filled, cartoned, and whisked 
by conveyor to shipping department. 


6 Parts are on the way to distributor or 
dealer within 48 hours. Formerly, this 
delivery period ranged anywhere from 
5 to 21 days. 


NOVEMBER 6, 1961 


Newark, Ohio, where more than 35,- 
000 styles of parts are kept. 

Each wholesaler or distributor is 
linked to Newark through the tele- 
type network. Orders for repair parts 
from customers or dealers are fed 
into this teletype system at “off 
hours” and into a computer which 
checks the order against inventory. 


Starting Dec. 1, the nationwide net- 
work of Western Union’s “Operator 
25” will be used by Westinghouse to 
supply for its customers names of 
authorized major appliance and TV 
service locations. Lists of authorized 
Westinghouse service operations will 
be available in some 20,000 offices. 
They will cover practically every im- 
portant community in the nation. 
Some 5,000 Westinghouse authorized 
distributor, dealer and independent 
service concerns will be listed. When 


the customer calls Western Union’s 
Operator 25, she will be directed to 
the source or sources of Westing- 
house service nearest her. 

Creech said that “the list will be 
kept up-to-date by each Westinghouse 
distributor who will provide Western 
Union with the names and addresses 
of those firms authorized to service 
Westinghouse equipment.” Service 
personnel trained by Westinghouse 
and adequate parts’ stocks are the 
major requirements for authoriza- 
tion, he said. 

“More people,” added Creech, “are 
involved in service and training than 
in the manufacture of appliances, and 
some 18,000 technicians are trained 
annually.” 

A communications and computer 
facility, valued at $5 million, will be 
built on a 22-acre site in Pittsburgh 
and should be completed by late 1962. 





Westinghouse said that the new 
“Tele-Computer Center” will link 265 
of its offices and plants. “Information 
that is now mailed from many loca- 
tions can be transmitted by wire 
within a few seconds and automati- 
cally correlated by the computer,” 
said Robert C. Cheeck, center direc- 
tor. 

The center will automatically proc- 
ess teleprinted orders and perform 
centralized inventory control funec- 
tions for the company’s products in 
more than 85 warehouses throughout 
the country. Teleprinted messages 
will be routed automatically by the 
computer from one location to an- 
other on the leased network. The 
present teleprinter switching center, 
which is semiautomatic, routes about 
15,000 messages a day and faces at 
least a 50% increase in volume by 
1963, according to Cheeck. 

















DESIGh 





are building ever-increasing 
Consumer Acceptance for 
Japanese Transistor Radios 


Japanese Electronic Manufacturers developed pocket-size transistor radios 
creating a sales boom for the radio industry throughout the world. 





FREE! Informative Retail Sales Aid 
“The World of Transistor Radios.” Write 
for your free illustrated copies to: 


BOOKLET “E”’ 

Box 2634 

Grand Centra! Station 
New York I7, N.Y. 


Assuming the responsibilities for developing a new market the Japanese 
Manufacturers devoted their production facilities, engineering talents and 
superb craftsmanship to rigid quality controls and creativity in design. This 
combined effort has resulted in an ever-increasing demand by consumers, 


and highly profitable sales for dealers. 


To continually expand this growing market, Japanese Electronic Manufac- 
turers will maintain this policy that has contributed so much to the prosperity 


of the entire industry. 


An 


(|, AMERICAN RADIO IMPORTERS 
Ay, ASSOCIATION, INC.” 













































It’s nation-wide! It’s timed right! And it can 
pay off right in your own cash register . . . 
if you plan now to tie-in and promote top-of- 
the-line Gold Star Award-winning Gas 
ranges. 

Look who's ready to help you: Jinx Falken- 
burg—in national TV commercials! Howard 
Keel —in spot radio singing commercials —to 
use in your town! And your local Gas utility 
people—ready now with ad mats, streamers, 
tent cards, broadsides . . . everything you 
need . . . plus promotional advice, if you 
want it. 


Look where: on a great new TV show, 


THEATRE 62, that gives you nation-wide 
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tie-in now...so they 
come to your store! 


ings automatic in a range 
thats won this GOLD STAR award 


¥ 


impact in your own selling area! Opening 
night, October 4th, 10 p.m. Eastern time— 
THE SPIRAL STAIRCASE! First in a series of 
adaptations for TV by Fred Coe of famous 
David Selznick productions. Another win- 
ner in November, INTERMEZZO . . . 10 p.m. 
November 19th! Both shows carry great 
new TV commercials on this Great Autumn 
Sale, to pre-sell your customers on the sale 
ranges you'll feature . . . as a part of the con- 
tinuing advertising program for the entire 
Gas industry. 


You'll find it pays to join this fabulous pro- 
motion... just as it pays to sell Gold Star 


quality! AMERICAN GAS ASSOCIATION 








rea 
4 


More than 95,043,701 people will see this theme: 
“Great Autumn Sale... Look for the Gold Star Values” 
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*Our estimate—one more if you watch too! 
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There's money for you 

in the magic of these 
famous names of ranges 
built to Gold Star standards: 


BROWN FEATURAMIC e CALORIC ¢ CROWN 
DETROIT JEWEL ¢ EAGLE ¢ GAFFERS & 
SATTLER ¢ GLENWOOD ¢ HARDWICK 
KENMORE e¢ MAGEE e MAGIC CHEF 
MONARCH ¢ NORGE ¢ O'KEEFE & MERRITT 
REAL HOST * RCA WHIRLPOOL e¢ ROPER 
SUBURBAN VISCOUNT e¢ SUNRAY e TAPPAN 
VESTA ¢ WASTE KING-UNIVERSAL 
WEDGEWOOD-HOLLY ¢ WELBILT e WIZARD 

















TAKING STOCK 





A quick look at the way in which the 


stocks of 54 key firms within the industry behaved last week. This 
summary is another exclusive service for readers of EM WEEK. 





Stocks and Dividends 

In Dollars High 
NEW YORK EXCHANGE 
Admiral 15'/, 
American Motors 1.20 21% 
Arvin Ind. 1 28'/g 
Borg Warner 2 46!/, 
Carrier 1.60 49 
CBS 1.40B 42% 
Chrysler 1A 57% 
Decca Records 1.20 47\/2 
Emerson Electric 1BXD BBl/, 
Emerson Radio .37T 1634 
Fedders 1B 25\/g 
General Dy. 1 45!/ 
General Elec. 2 765% 
General Motors 2 51 
General Te! & El .76 32/y 
Hoffman Elec. 295% 
Hupp Corp. 25F. 1134 
Magnavox 1 39!/2 
Maytag 2A 56l/, 
McGraw-Edison 1.40 40% 
Minn. M&M. .60 875% 
Montgomery Ward 1 343%, 
Monarch .04 Isl), 
Motor Wheel 1 20!/2 
Motorola 1 100 
Murray Corp. 305% 
Norris-Thermador 34% 
Philco 25's 
RCA 1B 6554 
Raytheon 2.37T 44//, 
Rheem 23'/) 
Ronson .60 25 
Roper GD 25!/2 
Schick 14V/g 
Siegler Corp. .40B 34 
Singer 119%, 
Smith A. O. 1.60A 37%, 
Sunbeam 1.40A 55%, 
Welbilt .10E 7/4 
Westinghouse 1.20 50 
Whirlpool 1.40 343% 
Zenith 1.60A 200 
AMERICAN EXCHANGE 
Century Electric 103% 
lronrite .25T 8!/, 
Lynch Corp. 87T 12% 
Muntz TV 7 
National Presto .60 31 
Nat. Un. Elec. (Eureka) 4, 
Pentron 85, 
Proctor-Silex /, 
Republic Trans. 9 
Trav-ler Radio I, 
MIDWEST EXCHANGE 
Knapp-Monarch — 
Webcor —_— 





1961 Close Close Net 
Low Oct. 23 | Oct. 30 | Change 
10% 12/4 13% + 1%, 
16!/2 17/2 17%, + % 
20 28% 26 — 2% 
35 45'/g 43/4 — Ih 
32 39%, 40% + % 
31'/2 36% 36% — % 
53'/2 5! 52% + 1% 
32 36%, 35/4 — 1% 
50 765 75/4 — 1% 
11%, 13%, 12% | — % 
17%, 20% 20/7 | — Ye 
25 26 28% + 2% 
60!/, 725% 73 + % 
40% | 49 49% | + I 
25 25% 24%, — 'h 
15 159%, 15 — % 
7¥% 1", 7% + % 
35'/, 33'/g 36% + 3% 
525, 524, 52%, —_ 
30% 33% 34 + % 
70!/g 75 73 —2 
26%, 33% 30% as 9 
133% 16!/g 17% + Il, 
1134 12% 12% — 
68!/, 74! 75 + I, 
26'/2 26% 26'/4 — 
18 20/ 21% + IV, 
17% 21'%4 21Y%e — 
49'/, 52 52 — 
347 37% 35l/4 — 2% 
13!/, 14! 13/4 a 1 
12/g 24% 235 me 
165%, 23 235 + 
81/4 "2 "V/s — % 
22% 25 24/4 — % 
107% 117%, 1199% + 2's 
26'/, 28 27% — ¥ 
45% 49"/4 50 + 4% 
4V/s 5 4p — 
38 397% 39\/g — 
265% 30%, 30% + % 
97%, 186!/, 1991/5 +131, 
5%, 8 8 _ 
5, 6% 65 = 
8i/, 10% 10!/2 — % 
4 5\/g 5 — 
12%, 15%, 15 — 
\% 25% 25% _ 
25% 4% 4% +  % 
5\/g 7p 7%, — % 
4, 5%, 5% — 
455 6% 64 — i, 
=~ 5% 55% — 
—_ 10% 11Yg + & 














A—Also extra or extras. B—Annual rate plus stock dividend. E—Paid last year. F—Payable 


in stock during 


1961, estimated cash value on ex-dividend or ex-distribution date. T—Payable in stock during 1960, estimated 


cash value on ex-dividend or ex-distribution date. 





ANALYSIS: Inflation talk, encour- 
aged by the news that the govern- 
ment expects a $6.9 billion deficit for 
the Federal spending year, helped 
push up the market slightly at the 
close of the day’s trading on Oct. 30. 
The EM WEEK chart followed suit as 
it edged ahead by %4 pt. from the 
previous week. The gain, however, 
rested chiefly on the excellent show- 
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ing of a few individual issues (Zenith 
up 13144, Magnavox up 35, General 
Dynamics, Raytheon, and Singer up 
2 or better). On the international 
scene, the 50 megaton bomb failed 
to stir the Street as some had ex- 
pected it would. Rather, domestic 
news took the spotlight and the mar- 
ket, bullish at present, seems to be 
moving ahead at long last. 





A QUICK CHECK OF BUSINESS 


FACTORY SALES 
appliance-radio-TV index 
(1957 = 100) 

RETAIL SALES 

total ($ billions) 


APPLIANCE-RADIO-TV 
STORE SALES 

($ millions) 

CONSUMER DEBT + + 
owed to appliance-radio-TV 
dealers ($ millions) 
FAILURES 

of appliance-radio-TV dealers 


HOUSING STARTS 
(thousands) 


AUTO OUTPUT 
(thousands) 


PERSONAL CONSUMPTION 
EXPENDITURES 

for furniture-household 
equipment ($ billions) 
DISPOSABLE INCOME 
annual rate ($ billions) 


CONSUMER SAVINGS 
annual rate ($ billions) 


EMPLOYMENT 
(thousands) 





Latest 
Month 


127 


18.2 


328 


274 


30 


120.4 


161.3** 


18.34 


361.7+ 


25.7+ 


67.0 





Preceding 





TRENDS 


HOW THEY 
COMPARE 


12.39% up 
(July 1961 vs. 
July 1960) 


0.55% up 
(Sept. 1961 vs. 
Sept. 1960) 
413% up 


(Aug. 1961 vs. 
Aug. 1960) 


5.52% down 
(August 1961 vs. 
August 1960) 


57.89% up 
(Sept. 1961 vs. 
Sept. 1960) 
24.25% up 
(Sept. 1961 vs. 
Sept. 1960) 


7.53% up 


Year 
Ago 
113 


Month 
123 


18.2 18.1 


315 315 


272 290 


22 19 


126.4 96.9 


143.2°*} = -150.0°* 


19.04} 3.68% down 
(2nd qtr. 1961 


vs. 2nd qtr. 1960) 


17.84 


352.7+] 2.55% down 
(2nd qtr. 1961 
vs. 2nd qtr. 1960) 
12.72% up 
(2nd qtr. 1961 
vs. 2nd qtr. 1960) 


1.18% down 
(Sept. 1961 vs. 
Sept. 1960) 


354.34 


23.74] 22.8+ 


68.5 67.8 











*New index being used. Federal Reserve Bulletin (seasonally adjusted). 


**Figures are for week ending October 28, 1961, 


+Figures are for quarters. 


+ +Federal Reserve Bulletin figures (revised). 


and preceding week (revised). 





A QUICK CHECK OF INDUSTRY TRENDS 


An up-to-the-minute tabulation of estimated industry shipments 
of 15 key products. New figures in bold-face type. 

















1961 1960 % 
(Units) (Units) Change 
AIR CONDITIONERS, Room .......... August 54,200 77,900 —30.42 
8 Months 1,330,500 | 1,355,700 — 1.86 
DISHWASHERS _......................6.. August 43,700 51,900 —15.80 
8 Months 374,200 361,100 + 3.63 
DRYERS, Clothes, Electric........... September 105,404 106,130 — 00.68 
9 Months 504,528 538,380 — 6.29 
a September 57,453 59,378 — 3.24 
9 Months © 261,608 287,424 — 8.98 
FOOD WASTE DISPOSERS............ July 63,700 55,100 +15.61 
7 Months 450,700 435,900 + 3.40 
EE... 3.1. 30 spdeabenseaxibenant August 127,686 108,200 +18.01 
8 Months 725,900 755,500 — 3.92 
PHONOGRAPH SHIPMENTS ........ August 348,321 416,838 —16.44 
8 Months 2,088,373 | 2,517,260 —17.04 
RADIO PRODUCTION ................. Week Oct. 20 288,688 265,567 + 8.71 
(excludes auto) 42 Weeks 9,157,779 | 8,435,943 + 8.56 
RADIO RETAIL SALES................. July 697,851 573,363 +21.71 
7 Months 5,088,031 | 4,451,721 +14.29 
TELEVISION PRODUCTION .......... Week Oct. 20 156,060 119,520 +30.57 
42 Weeks 4,863,890 | 4,748,796 + 2.42 
TELEVISION RETAIL SALES ........ July 388,791 392,858 — 1.04 
7 Months 3,027,975 ry a 
FRIGERATORS oo... August 304,200 | 307, -1. 
” 8 Months 2,331,200 a ~ = 
ic, Standard __... August 70,700 6/7, + 5. 
RANGES, Electric, Standard § Months 562,400 sass _ ye 
ilt-i August 56,800 56,20 + 1.0 
aici ae 8 Months 459,800 oe + i 
September 155,200 144,2 + 7. 
RANGES, Gas, Standard... * Menthe 1,083°500 15 0 be 384 
iti September 35,600 34, + 3. 
= 9 Months 2so4ad | 259,600 | +00. 
September 302,229 301,935 +00.10 
WAGUUM CLEMIERS 9 Months 2,384,577 | 2,487,986 — 4.16 
: i. September 323,336 279,304 +15.76 
WASHERS, Automatic & Semi-Auto 9 Months 1.970.636 | 1.913.304 + 3.00 
i September 78,526 73,407 | + 6.97 
ae Se 9 Months 516,175 556,267 — 7.21 
R-DRYER COMBINATIONS | September 9,717 17,824 —45.48 
—— 9 Months 76,115 118,895 —35.98 
WATER HEATERS, August 61,400 47,500 +29.26 
Electric (Storage) 8 Months 495,000 482,800 + 2.53 
WATER HEATERS, Gas (Storage) September 191,900 227,600 —15.69 
9 Months 1,923,300 | 2,116,400 — 9.13 
Sources: NEMA, AHLMA, VCMA, EIA, GAMA. 
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...double your 
chances-to-sell 
7 V sets 


—or any other major appliance— 
with each dollar you invest 
in the Digest 


Every time an advertisement is seen, it has a chance-to- 
sell. And, nationwide research by Alfred Politz* has 
measured these chances-to-sell to people in families 
which bought TV sets recently: 


eae” Sc. eS ee 35,697,000 
oP a BR eS 17,769,000 
eee. = ye SF Fee oS 16,801,000 
eS fo ya ie eee 16,377,000 


Chances-to-sell to these buyers per dollar invested in a 
4-color page are illustrated at the left. As you can see, 
the Digest provides about twice the chances-to-sell of its 
nearest competitor . . . typical of the advantage you get 
advertising any type of product in Reader’s Digest. Let 


the Digest’s proven selling power work for your product! 
*Source: Alfred Politz Media Studies ‘ 





People have faith in 


eaders 





Dige st 


348 chances-to-sell per dollar 
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